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The tape recorder is rapidly becoming one 
of the most versatile tools used by admen. 
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Most UNUSUAL Experience You'll Ever Have 
“SHOW for SHOWS” 


a revolutionary approach to exhibiting problems 


MARCH 8, 9 and 10, 1955 


69th Regiment Armory 
26th & Lexington Ave. 
‘New York, N. Y. 


WHAT YOU CAN LEARN a For the first time you will be able to see a 


complete exhibition of new techniques and ideas 

IF YOU ARE A ‘ee to make your company’s exhibits more productive. Unbridled 
@ Sales Manager imagination has been applied to the display medium to show you 
How your exhibit can stimulate more sales. how you can make more efficient use of your trade show space. 
Advertising Manager SHOW for SHOW'S has been designed to capture the newness of 


What techniques to use to implement your 
objectives 


exhibit methods to match today’s sales and advertising objectives. 


Promotion Manager Whether your company participates in one or 101 trade or indus- 


Which ideas to apply to your current pro 
gram 


trial shows, you owe it to yourself and your company to be in 
attendance at this unique event. Just one of the hundreds of new 
Agency Executive 


ideas you will find will more than compensate for your time. 


How the exhibit medium can better serve 
your clients 


Complete Program in Conjunction with SHOW for SHOW 

Show Manager P 4 o SHOWS 
How to apply new techniques to improve Based on a study of current interest and problems, a three-day 
Pee program has been planned by Exhibitors Advisory Council to give 


Auditorium Manager you best ideas on: 


Striking floor layout for more efficiency. 


cee ; Selecting the Show Live Talent Shows 
Exhibit Builder Manning the Booth Traveling Shows 
How cubic content may be utilized in booth Show Audits How to Plan an Exhibit Budget 
display. Evaluating Your Own Results How to Reuse Exhibits 

Sales Meetings Techniques How to Buy Displays 
Show Contractor Closed-Circuit TV Use of Cubic Content 
Latest trends in show planning and opera Lighting and Animation 
tion. 


Free Admission to SHOW for SHOW'S by registration. 


For further information on the 
Clinic or Exhibition write to 
Exhibitors Advisory Council, Exbibit dvi ; i - Id ae alata a i da i 
1x i "Ss /ié ‘ P ‘ saz 'ee 1 -p act- y Ja « P al, 
39-41 Cortlandt Street, ees visory Council 1s a 29 year old non-profit fact-finding organization composed of industria 


Suite 1200 trade and professional show exhibitors, show managers, display builders and exposition service companies. 


New York 7, N. Y. 


SHOW for SHOWS sponsored by Exhibitors Advisory Council. 


This message by the Council published by 
Ee 


SD 
See us at the i= exhibits and displays, ine. 
“SHOW for SHOWS” 


Booths 413-414-415-416 ( JF 2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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Next Month in AR... 


APRIL will be a big convention month for 
admen ... with all eyes focused on Chi- 
cago. April 5-7 will find interest concen- 
trated on the big Point-of-Purchase Adver- 
tising Institute exposition at the Palmer 
House. Then, two weeks later, April 18-21, 
two shows of interest will run simultane- 
ously—The Premium Show, so much in- 
creased in size that it has moved to Navy 
Pier, and American Management Assn.’s 
National Packaging Exposition at the In- 
ternational Amphitheatre. 


To tie in with the interest aroused by these 
outstanding events, AR will present three 
special articles in the April issue: 


e HOW TO HIT PAY DIRT e DO’S & DON'TS FOR 
AT THE POINT OF PURCHASE PREMIUM BUYERS 


e AN OUTSTANDING 
PACKAGING CASE HISTORY 


- an industry expert presents a . . - @ helpful checklist you'll want . . - one of the nation’s top design- 
guide to getting the most from dis- to save for reference when planning ers tells how a repackaging project 
play material. your next premium promotion. paid off in sales. 


OTHER SPECIAL FEATURES 


e ROAD MAPS e ROP COLOR e TAPE RECORDERS 


. . . AR surveyed the oil companies . . - how an advertiser developed a . . . AR supplements the special fea- 
to learn the details on an unusual special technique to get better quality ture in this issue with an adman’s 
advertising medium. in its newspaper color ads. guide for selecting a recorder. 


e BETTER ADVERTISING PHOTOS e THUD & BLUNDER TYPOGRAPHY 


. . « the first in a two-part series of . - » atypographer shudders at some 
down-to-earth articles on how to get of the techniques used in advertising 
better advertising photos. ... and suggests a “way out.” 
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PROMOTION and MERCHANDISING! 
he 


VICE! 
SERVICE! 


EQUIPMENT! € £ 
MATERIALS! fidve f f V. 
e ART-LAYOUT 
e@e PHOTOGRAPHY a 
e PHOTO COPYING 
DUPLICATING 


N AT ONAL 


PRINTING 


LITHOGRAPHY -—s Pp a) Ss I , I © a i 


ENGRAVING 
ELECTROTYPING 
OFFSET PLATES 
DIRECT MAIL 


— MORRISON 
BINDING : | HOTEL 


PAPER, INKS 


stabi CHICAGO 


FILMS—SLIDES 
SHOW HOURS 12:00 Noon fill 10:00 p. m. 
T.V. PRODUCTION Sunday through Wednesday 


PACKAGING 


LABELING A cavalcade of advertising methods, materials, ideas, services, and equip- 
ment! Admission is FREE to EVERYONE, associated in ANY WAY, with 
DISPLAYS Advertising, Sales Promotion, Merchandising, Publicity, or Journalism! 
Come and bring ALL of your employees! If your work includes any phase of 
P. O. P. advertising, you are invited! Get FREE tickets from any exhibitor or by 
mail. See “everything under the sun” in advertising production, promotion, 
SIGNS and merchandising! It’s the greatest advertising show on earth! 


EXHIBITS 
ATTENTION EXHIBITORS: SPACE AT THIS SHOW IS SELLING 
VISUAL AIDS FAST. ... RESERVE YOUR SPACE NOW! PHONE, WRITE, OR 
WIRE FOR FLOOR PLAN AND COMPLETE INFORMATION. 


SALES AIDS 
Directed By 


SALES CONTESTS L. WM. BAKER AND ASSOCIATES The Midwest's Leading Trade Show Management Firm) 


SPECIALTIES L. WM. BAKER. MANAGING DIRECTOR 


@ PREMIUM GOODS ’ MAIN OFFICE: 3302 DODGE STREET, OMAHA. NEBRASKA. PH. WEBSTER 2503 


—AND MANY OTHERS! 
Chicago Office - MARCUS W. HINSON, Associate Director - 19 SO. LASALLE ST.- PH. STATE 2-6337 
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New rope trick sends sales soaring 


Gair’s hexagon cord dispenser works sales magic for 
Samson Cordage Works. Here’s how one Boston cord 
manufacturer really helped sales 
with a new Gair display package. 

When a customer asks for a special length of cord, 


the salesman simply supplies it from the attractive, 
functional Gair container. 


- and profits — 


Thanks to the new dispenser which Samson uses 
for + products, their products have moved up to the 


first row on many retailers’ shelves. Customers are 


stimulated into a buving mood when thev see the 
hex-shaped blue and red box with its twelve sug 
gested uses for rope. And thev’re buving more cord. 

he hexagon construction, incidentally, makes 
initial setup, packing, and closure a lot casier for 
Samson's shipping people. 

Your display packaging problems may (or may 
not) be similar — but Gair can help vour product 
put its best foot forward. Write your nearest Gai 


shipping container plant. $C.5.3 


YOU'RE LIVING NEXT DOOR TO THE EXPERT 


GAIR CONTAINER PLANTS: Cambridge, Mass. * Cleveland, Ohio * Holyoke, Mass. * Los Angeles, Cal. * Martins- 
ville, Va. © No. Tonawanda, N.Y. « Philadelphia, Pa. Portland, Conn. « Richmond, Va. * Syracuse, N.Y. « Teterboro, N.J. 


gnc 1864 


i GAI 


ROBERT GAIR COMPANY, INC. « 


155 EAST 44TH STREET 


SHIPPING CONTAINERS 


FOLDING CARTONS e PAPERBOARD 


NEW YORK 17 
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JUST BETWEEN US 


Trade Shows Stimulate Interest... 


We were interested to receive the announcement of the exhibit to 
be staged in Chicago next June by National Advertising Industries Expo- 
Sition, which will be devoted to the activities covered by Advertising 
Requirements. The Advertising Essentials Show, covering the same area of 
interest, has been held successfully in New York on a semi-annual basis. 








While we may not have been the complete inspiration for these trade 
shows, it is probable that the advent of AR, stressing the importance of 
advertising activities concerned with production, promotion and merchan- 
dising, has made such a presentation of the products and services of 
suppliers appear logical and timely. 








We welcome trade shows in our field as having considerable educa- 
tional value, enabling buyers to see a wide range of equipment, materials 
and supplies in one place and at one time, and to see examples of the 

finished work of professionals in the art, production and display fields. 








Since the technique of successful displays at shows and exhibits 
is likewise a part of the editorial field of Advertising Requirements, 
the show itself will provide a demonstration of the latest ideas which 
have been developed to assure an interesting and worth while presentation, 
from the standpoint of both buyer and seller. 






















The tremendous reader response enjoyed by Advertising Requirements 
Since its first issue, totaling well over 200,000 requests for information 
about items described in the magazine, shows how eager advertising men are 
to acquaint themselves with the latest and best in all of the fields which 
serve this business. And rapid improvement in available products and 
services makes an advertising show first-rate news, justifying interest 
and attendance by everybody with a legitimate interest in the field. 






Let's hope that the shows in New York and Chicago continue to 
Stimulate interest in better products and better performance in advertising 


production and merchandising. 
Az Ve 
lL 


G. D. Crain, Jr. 
Publisher 
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Ark the Adman. 
WHO 
OWNS ONE ¥ 


“over 800 agencies, advertisers, 
Studios do! 


TAL 


gives quality headings that 
CMe eee eC 
notice... yet balances ad 
budgets doing it! 


This is the ‘i 
FILMOTYPE ic 


- 
& 
American advertising’s favorite Zz 
photo composition machine. The Rey 
Filmotype library includes over 
800 styles and sizes of 


Mand Lettering 


DISPLAY TYPE 


any of which you can produce 
with a flick of a finger! 


* 


Inject the sales-stimulating attraction of 
rich-looking hand lettering into every 
ad, every piece of literature .. . and do 
it for less! Filmotype is amazingly easy 
to operate . . . convenient desk-top size 

. almost instantly produces sharp, 
black proofs ready for paste-up! Ask the 
ad man who owns one—Filmotype mul- 
tiplies readership as well as economy! 


Filmotype can be yours 
AT NO INVESTMENT... 
if you spend only 
$45 a month for hand lettering 
and display type! 
Get the full details . . . see for yourself 
how it works. Write for a FREE demon- 
stration today! 


FILMOTYPE 
60 W. Superior Street Tey Toe 
ee et ls Tete 
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THE EDITOR’S j 


The old adage about not being 
able to see the forest for the trees 
probably has no more appropriate 
application than to buyers of graphic 
arts services. We often get into a rut 
of complaining about little details . . . 
and forget all about expressing our 
appreciation for the over-all quality 
of the service. 

We know that such is our own 
case. Our printers—the Haywood 
Printing Co. in Lafayette, Ind.—go 
out of their way on many occasions 
to see that AR meets the highest 
quality standards. Printing AR is 
not an easy job as business publica- 
tion printing goes. But the “back 
shop” down at Haywood has ac- 
cepted this challenge and come 
through with flying colors. 

We'll undoubtedly go right on 
complaining about little details— 
that’s as we feel it should be if you 
are constantly seeking to improve 
the quality of your product. But 
we'd like to urge all of our readers 
to join with us in pausing once in a 
while to say “thanks” to those whose 
end product is worthy of approval. 


> Perhaps you've noticed the signa- 
ture on the last two AR covers. They 
were produced by Larry Klein, an 
up-and-coming Chicago artist-de- 
signer. In addition to editorial layout 
for several publications, Larry has 
produced some outstanding advertis- 
ing art and package design. We were 
particularly pleased with Larry’s 
drawing of the motion picture pro- 
ducer on the February AR cover and 
plan to use this same technique on 
future covers. 


>If there is any question about the 
most obvious trend in display type- 
faces for advertising, a quick look at 


BOOK 


the ads being used to sell 1955 auto- 
mobiles will provide a definite an- 
swer. 

We carefully analyzed the 22 large 
space ads in the special section of 
the Jan. 9 Chicago Sunday Tribune 
tied-in with the 1955 Auto Show. Of 
the 22 ads checked, 15 featured ex- 
tended faces—mostly extrabold sans 
serifs. 

A year ago, this trend had gotten 
a good start .. . but was being used 
by far less than 50% of the national 
advertisers. Previously, the most ob- 
vious favorite was casual hand-let- 
tering. In the Tribune’s 1955 Auto 
Show section, only seven of the 22 
ads reviewed featured this technique. 

Of the seven ads which didn’t use 
any extended display type, the ma- 
jority were for automobiles in the 
high-price field where the emphasis 
was on a “quality” feel . . . Cadillac, 
Lincoln and Chrysler, for examples. 

In the past, the layout and typog- 
raphy techniques used by the auto- 
mobile companies to introduce new 
models have been adopted by other 
national advertisers. If this holds 
true in 1955—look for a continuing 
trend toward extended faces. 


> Speaking of the Auto Show, our 
next door neighbor, whose business 
is automobiles, came home from the 
show with a note of disbelief in his 
eyes. In his hand was the reason why. 
It was a folder on the LaFemme by 
Dodge. 

The pitch sounded just too much 
like the old stand-by of a free knife 
with a pair of boots. When you buy 
the LaFemme, it seems you get a 
“stylish rain cape and chic umbrella” 
to match the car’s Jacquard fabric 
in color and design. “Also, dainty 


CERCCCUORCORECEREERRCRERERRCRERERCRERERCEREREERCRORERCEERROREREEEDERERECEROERERECEREEORRRGORECRTOCEEEOREHRCERECCEECROCEDEREECCCCHERERHCRRRRRCCEERRERECRRReeeeeReteES 


Display typefaces in this issue 
Alternate Gothic & Spartan Heavy Italic; 
Spartan Heavy Italic; 


Page 25—Bernhard Modern Bold & Spartan Black Italic; 27 


30-31—hand-lettering, Venus Extrabold Extended & 
41—Rondo Bold; 47—hand-lettering, Tempo Bold Condensed & Spartan 


Heavy Italic; 55—Studio Bold & Bold Italic; 61—hand-lettering & Lydian Bold Italic; 71—Bernhard 
Modern Bold, Bold Italic G Spartan Heavy Italic; 75—hand-lettering; 81—20th Century Ultrabold 
& Spartan Black Italic; 89—-Tempo Bold, Profile & Spartan Heavy Italic; 93— Tempo Bold, Profile G 
Spartan Heavy Italic; 97—20th Century Ultrabold & Spartan Black Italic; 103—-20th Century 
Ultrabold G Spartan Black Italic; 109—20th Century Ultrabold, Huxley Vertical G Spartan Heavy 
Italic; 113—Stymie Extrabold & Cairo Medium Italic. 
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Milprint 


a 


lithographed box wrappers 







turn plain packages 















a into salesmen 
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2" 
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Lustre . . . liveliness . . . sales appeal! Milprint 
lithographed box wrappers have it— that magic 
Milprint touch that changes mere boxes into salesmen! 
It’s the result of complete control of the job from 
design through plate-making and presswork — plus 
facilities second to none. 


Besides design and merchandising ideas, Milprint offers 
you the widest variety of packaging materials and 
printing processes available from any single 

source ... backed by over half a century 

of experience. Why not put Milprint lithography 

to work selling for you? Call your 

Milprint man — first! 


e * Printed Cellophane, 
Pliofilm, Polyethylene, 
NC Saran, Acetate, 


PACKAGING MATERIALS Glassine, Foils, 
. om ; Folding Cartons, 
” * ays ef Y 4 an) el N CG 


Bags, Lithographed 
Displays, Printed 
° Promotional Material 














General Offices, Milwaukee, Wisconsin 
Sales Offices in Principal Cities 








2ee** Cte °. 








as 









This insert lithographed by Milprint, Inc. *Reg. U.S. Pat. Off. oe” **e6 
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neenah says: 


it's not important 
what you think 
about your 


letterhead... 


the 


important 


thing is how 


does it make the reader feel? 


For four years, the Neenah Paper Company conducted a nationwide 
poll to discover what businessmen liked and did not like about 
letterheads. 


The results of this study summed up in the “Neenah Guide to Pre- 
ferred Letterheads” will help you create a company letterhead that 
will be more appealing to those to whom you write. 


For your free copy of 
this colorful, 32 page 
book, simply ask for 
one from your print- 
er. He can obtain his 


copies from paper YOU B 


merchants handling i FAL BUSINESS PAPERS 

. i . - amy) 
Neenah Fine Business b 873 
Papers. 


NEENAH PAPER COMPANY °- Neenah, Wisconsin 
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rain boots for unexpected showers.” 

But that’s not all: “Stunning fitted 
shoulder bag in soft, rose leather. 
Matches interior leather trim.” Even 
two special compartments to hold all 
of this loot “ingeniously, convenient- 
ly located in the backs of the front 
seats.” 

If you need any further evidence 
that this is an age of premiums, this 


> We've been pleasingly surprised 
at the response to the little contest 
we set up in the last issue to get 
additions to Franklin C. Wertheim’s 
list of “101 Tips for Direct Mail Ad- 
vertising.” The entries have been 
coming in from all sections of the 
country with lots of good material. 
Picking a winner is going to be a 
tough job. 

If you’re one of those who has al- 
ready sent in a tip or two, please 
forgive us if we don’t get around to 
sending our personal thanks for your 
cooperation. We’d like to thank each 
and every reader... but we're al- 
ready working overtime just to han- 
dle the regular correspondence. So 
please accept this as your personal 
thank you note. 

If you haven’t already sent in your 
nomination for “Tip No. 102,” there’s 
still time. The contest closes March 
1...so don’t delay. For further de- 
tails see page 42 of the February AR. 

. and be sure to look for the 
special article in the May AR which 
will present the best of the direct 
mail tips that are coming in from 
readers. Looks like we'll be able to 
present another list of 101. 


>In preparing our special articles 
on advertising specialties which ap- 
pear on pages 89 and 93 in this issue, 
we received special help from the 
Advertising Specialty National Assn. 
It is worth noticing that ASNA has 
taken several steps forward during 
the past couple of years to step out 
of its cocoon and see that advertis- 
ing specialties are more widely ac- 
cepted as an important medium. 
About a year ago, the association 
embarked on an extensive public re- 





PERMA 


ASED on the accomplishments a 
PM is asked to perform in the 
average routine of a day’s work, the 
name of “Superman” can certainly be 


applied. 


When he has rotogravure publica- 
tions on his ad schedules, International 
Color Gravure is an invaluable aid in 
helping the Production Man into Su- 
perman’s robes. International is a gra- 
vure service house that specializes in 
preparing rotogravure color positives 
for advertising agencies. Every step in 
the preparation of positives at Interna- 
tional is in the hands of skilled gravure 
technicians. From the camera to fin- 
ished printing material delivered to 
the publication printer, International 
Color Gravure serves the advertising 
agency. 


If you have one rotogravure adver- 
tisement, or twenty, call in our repre- 
sentative and achieve that “Superman” 
appearance—painlessly. 


nievnaléonal 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York!7, N.Y. Telephone Plaza 3-9468 
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Need a Sales Booster 
or a Slick Premium? 





Robert E. Yaw, President 


HERE'S Advertising Specialty National Assn 


lations program .. . after several 


A GOOD | A = years of kicking the idea around. 
L 


The results are good evidence of how 
| a planned public relations program 
IDEA | can pay off. Robert E. Yaw, ASNA 
eee | president, told AR: 
“We in ASNA saw our products 
and services emerge with a greatly 
| increased stature during this past 
@ They cling to any metal surface—are really handy to use. | year. Recognition as an important 
| advertising medium was extended us 
by leading advertisers, the business 
| press and advertising agencies. 
@ Volume-produced and attractively priced to win Through our program of Advertising 
: ' Specialty Days, we have been able 
low-cost, long-lasting good will. | to tell the industry story to key 
Whatever you need—if it’s made of cotton or plastic—check | groups in a number of major cities. 
with Chase...mittens, barbecue hats, aprons, bibs, beach bags, | We have received ae invitations 
dish towels, etc. Just tell us what you have in mind or send a | than we can fill for similar on 
’ you 4 
: : | ances before other advertising clubs 
simple sketch; we’ll do the rest. | leith Te dante 
WRITE TODAY: PREMIUM DEPARTMENT | “Our association this year will re- 
| double its efforts to provide specialty 
i H rN = BAG COM PA A distribution plans to advertisers, 
) equip jobbers with effective sales 
309 W. Jackson Bivd., Chicago 6, Ill. - | training programs and maintain a 
sound code of ethics for manufac- 
turers and jobbers of the advertising 
specialty industry. 
; 7 : - “Advertising specialties now num- 
NNN ANN NEL ber some 10,000 items. Today’s spe- 
cialty salesman is a specialty advisor. 
Ad ver t i 5 i n He works with a medium which car- 
g ries the advertiser's sales message 
" = directly to the market segment the 
d e q ulremen i 4g advertiser wishes to reach. 
“On this new horizon of opportun- 
= ity there is a challenge. The industry 
for = must reward this new appreciation 
and awareness of its value with good 
service. Opportunities once neglected 
are seldom found twice. I am confi- 
dent that 1955 will be the most fruit- 
ful year in our history.” 
To someone who is not acquainted 
with the advertising specialty indus- 
= try these statements might sound like 





@ You get prominent name display—choice of imprinting 
and colors. 
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just another typical “president’s re- 
port.” But coming from the ASNA 
head they mean much more .. . evi- 
dence that ASNA has taken its pub- 
lic relations program to heart and 


is appreciating the benefits it has 
produced. 


>Saran Yarns Co. (Ogdenton, Md.) 
came up with a promotion the other 
day that had a bonus pay-off. To ex- 
hibit its wares during the Chicago 
Home Furnishings Market, Saran set 
up a complete “stainproof” living 
room at the Conrad Hilton Hotel— 
furniture upholstered in saran fab- 
rics, wall-to-wall carpeting woven of 
100% saran, draperies and curtains 
also woven of saran, while the lamps, 
end tables and cocktail table were 
surfaced in Nevamar, a stainproof 
laminate surfacing material. 


Because saran fiber is non-absorb- 
ent, fabrics woven of it are stain- 
proof. Stains from spilled food or 
drinks, iodine, mustard, catsup .. . 
even ink . . . cannot penetrate the 
basic fibers. They become surface 
stains and can be quickly removed 
with soap and water. 


The “stainproof room” drew edi- 
tors and customers, who received 
concrete proof that the stainproof 
treatment could be attractive as well 
as practical. But the climax of the 
promotion was reached when the 
management of the hotel purchased 
all the furnishings in the room to be 
left intact as the first complete room 
in a pending program of rehabilita- 
tion. 


So Saran received full mileage in 
publicity, promotion and public re- 


lations and the bonus of prac- 
tically amortizing the full cost of 
setting up the room. 44 


“Don't make a project out of it. Just 

snap up the highlights a little here and 

there. Why, I almost think I could do it 
myself if I had the time!” 








oH Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 
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Time & Cost Guide for Producing TV Films—by Lee Randon 

An agencyman’s guide to production factors in tv films 

The Public’s Preferences in Calendars 

A guide to what various audiences prefer in calendars 

All of the People Some of the Time—by Nicholas Samstag 

Time’s promotion director explains his direct mail philosophy 

Old Types Never Fade Away—by Edward M. Diamant 

Even the most modern ads can make good use of the older typefaces 
Do’s & Don'ts for Television Commercials—by Harry Wayne McMahan 
A picture story showing what to do and what not to do on tv 

55 Ulcer Reducers for Exhibitors 

Here’s how you can make exhibiting easier, cheaper and 

bring better results 

Do's & Don'ts for Better Engravings 

AR asked engravers from coast-to-coast what admen can do to help them 
produce better engravings : 

How to Design Packages for Self-Se: 7ice—by Frank Gianninoto 

A leading designer outlines the demands of modern merchandising 

on packages .. 


How to Prepare Jingles for Radio Spots—by Maurine Christopher 

The “basic rules” for one of radio’s most effective media 

A ‘New Medium” Gets Its First Major Test—by Dick Hodgson 
Reflectorized bumper decals were a key element in a campaign 

for a leading insurance company 

How to Get Your Share of Free Television—by Richard Marvin 

Here’s how several firms are editing their old films for use on tv 

The Great Premium Boom—by Gordon C. Bowen 

A general description of the use of premiums as a promotion medium 

A New Approach to Display Purchasing—by John E. Donegan 

General Electric’s solution to the problem of speculative presentations 
of point of purchase displays ; 

44 Ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 
told other stories in annual reports 

The ‘Taking of a Man of Distinction’’—by Ted Sanchagrin 

The story behind the photographs in Lord Calvert's ‘‘Man of Distinction’’ ads 
Show Your Wares to Sell Them!—by Ernest W. Goldberg 
GoldE Mtg. Co. is getting a lot of added sales promotion through 
illustrated shipping containers 

Pabco Sells Color with a Coordinated Campaign 

How a variety of materials were put to work by a West Coast advertiser... August 1954 
How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 
How an advertiser got color into a ‘black and white’’ budget by 
multiple use of its color plates 

How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 


Operators of Dari-Delite soft ice cream franchises cooperated in a joint 
advertising effort for big results at low cost 


Picture Postcards . . . A Low-Cost Advertising Medium—by Dick Hodgson 
How picture postcards are used for advertising purposes 

Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts 
Audio-Visuals Don't Have to Cost a Lot of Money to be Effective 


Reardon Co. produced its own prize-winning film strip 
and saved money 


February 1953 
February 1953 
March 1953 
March 1953 


March 1953 
April 1953 
June 1953 


May 1953 


October 1953 


February 1954 
February 1954 


May 1954 
February 1954 


November 1953 


July 1954 


August 1954 


August 1954 


August 1954 
August 1954 


September ! 


September 
How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel... September and October 
Magnesium ... A Step Forward in Photoengraving 

The story of the development of fast-etch magnesium plates October 
Why Agencies Should be Interested in Point of Purchase Displays—by Bert Enos 
Several case histories show why agencies need to recognize displays November 
Give the Dealer What He Wants—by LeRoy King 

A former supermarket operator tells the kind of premiums 
required by retailers 

First Day Covers—Low Cost Mailing with Impact 

How collector's items are providing a direct mail wallop 

Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising 

A New Look for Signs 

Changeable copy signs are finding growing favor 

for outdoor advertising 

Follow Through—Key to Premium Success—by Arthur E. Irwin 

A complete program of follow through is the key ingredient 

in premium promotions 

Carbro Prints—Quality Color Copy for Engraving—by Jules Kopp 


An art director discusses advantages of carbro prints as copy 
for full-color engravings 


November 
November 


November 
November 
December 


September 195 
Assembling Color Elements Can Save Time and Money—by H. C. Latimer 

Discussion of photographic operations to prepare process art 

for the platemaker 

A Package on Every Table—by James Joseph 

Lawry’s Products designed its packages not only to make a hit at the 
point of sale, but to find acceptance on American dinner tables 
Progress Report: 1955—by Dick Hodgson 

A review of developmenis in the graphic arts in the past decade 


November 


October 


January 195 
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Ideas like fish are hard to land. 
But here’s a REAL idea—let Pontiac 
help you! We have an organization 
full of practical ideas with the 
personnel and ability to follow thru 
to completion. For instance, we've 
had 40 years’ experience 
in providing the advertising 
profession with artwork, photography, 
ad setting, photoengraving, color 
process, lithoplate service and 
electrotyping! Call us when you're 
fishing for ideas, you'll be pleased 
with our abilities, and the 
courteous cooperative attention 
we'll give your problem. 


7 UNIFIED SERVICES 


ART 
PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 
LITHO PLATE SERVICE 


PONTIAC 
Cagraving and Clectrolype Co. 


oO 812 W. VAN BUREN STREET 


CHICAGO 7, ILL. ¢ HA 1-1000 oO 
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READERS WRITE 


101 Tips 


e Your list of “101 Tips for Direct 
Mail Advertising” (February AR) is 
terrific! Keep the idea going. I’m 
adding a few. Keep up the outstand- 
ing work on AR. 

Nat G. Bopian 

Advertising Manager, Weather 

Check of N. J., Inc., Garwood, 


New Jersey. 


e I saw your “101 Tips” and believe 
it to be a must for every advertising 
person to read—which also goes for 
your wonderful magazine. 
JOSEPH S. AROMANDO 
Advertising Manager, Rubin 
Bros. Drug Sales Co., Newark, 
New Jersey. 


e Don’t agree with numbers two and 
98, but really enjoyed the article— 
and AR. 

J. F. ANDERSON 

Promotion Manager, Southland 

Industries, Inc., San Antonio, 

Texas 

These are typical of the comments 

we have received on “101 Tips for 
Direct Mail Advertising” in the Feb- 
ruary AR. If you haven't already 
entered our contest for the best di- 
rect mail tip to be added to this list, 
you'd better do it right away. The 
deadline: March 1. See page 42 in 
the February AR for complete de- 
tatis . ... Ba. 


Printing Week 


e ...I was very happy to see your 
article, ‘‘Progress Report: 1955” 
(January AR), and to note its dedi- 
cation to 1955 Printing Week. I read 
the article very carefully and found 
it most interesting and enlighteninz. 
FLoyp C. Larson 
Chairman, International Print- 
ing Week, U. S. Navy Printing 
Office, Great Lakes, III. 


Taxes, Taxes, Taxes! 


e You, sir, are a little bit off. At least 
your “pet peeve” in the January AR 
(The Editor’s Notebook) makes it 
seem that way. 

Whyinell do you suppose vendors 
of all kinds deliberately use the term 
“so much plus tax?” They are not 
doing it just to irritate you. They do 
it so people like you cannot fail to 
distinguish between the true price 
of the article or service and the tax 
loading. 


I see no reason why the tax 
shouldn’t always be stated as a sep- 
arate item. Then maybe some day 
you and some other people will get 
irritated enough to do something 
about taxes. 

Netson H. RANDALL 
Advertising Manager, The Tole- 
do Edison Co., Toledo, O. 


Feast in the Wilderness 


e Not being an inveterate “writer 
to the editor,” this is a little out of 
my line .. . but after receiving my 
third issue of AR, I feel compelled 
to drop you a line. 

I am a subscriber and peruser for 
ideas of four advertising publications 
and six printing trade publications 

. and for workable ideas and in- 
spiration, I had just about given up 
hope. Then, lo, came AR—jamful of 
facts, ideas, case histories and ads 
that all seem to be slanted at me. A 
feast in the wilderness. 

Thanks for the treat. I enjoy it 
all and will look forward to it each 
month. Keep up the fine work. 

WILLIAM A. GRIFFITH, JR. 
Partner, Progress Printing Co., 
Appleton, Wis. 


Linen Testers 


e “The long-popular linen 
used by photoengravers . . . appears 
due for replacement!” You have 
said it again (January AR, page 73), 
and this time we must take issue— 
not only for Bausch & Lomb, but for 
the thousands of satisfied users of 
our linen tester for upwards of a 
half century. 

While a few (very few) engravers, 
printers and others allied with the 
graphic arts industry may find the 
high power offered by the pocket 
microscope advantageous for certain 
unusual circumstances, by and large, 
it is a wide field of view rather than 
high magnification which is impor- 
tant to these people. Indeed, a mod- 
erate magnification can amply blow 
up even the finest screen or halftone 
dot arrangement used in graphic re- 
production. 

The 20X microscope might pos- 
sibly have a working area of ap- 

4”. Usually, it is less 


tester 


proximately 34”. 
than this. The 40X microscope would 
rarely have a field larger than 14” 
in diameter. Needless to say, it would 
be rather difficult to check shadings 
and dot structure as related to the 
whole with an instrument so limited 
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into mailboxes by the million¢ * 


... it’s all one job at Clement_ 


Eve ry ye J. W. Clement Co. prints millions of manuals 


r fact books adve ‘rluising consumer products. 


Imprinted with local dealers’ names, allotments of these 
handbooks are distributed by Clement directly into mail 
boxes through thousands of R. F. D. postal routes. 


Thus Clement saves advertisers time, trouble and money 
in two ways. Printing costs are minimized by Clement's 
high spee d produc tion; distribution costs are reduced by a 
smooth- running system which has processe ed hundreds of 


millions of sue +h mailings during the past 25 years. 


ee. ee : 
calla, Mtl A. Ss, A OS, OR 


8 LORD STREET, BUFFALO, N.Y 246 RIE STREET, BUFFALO N Y, 
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Any of the sales offices listed helow can show you 
eX: unple s of this and many other ways in which Clement’s 
four p jlants serve the printing nee ds of America’s le rading 


businesses. 


J. W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices Graybar Building, N. Y.; Fisher Building, Detroit 


Subsidiaries 


Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 
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Just Out! Meyercord’s 
New Guide to Point of Sale 


DECAL SIGNS 


ia. 

your 4 

‘ Sice 
please request 


on your letterhead 


> 1 
Packed with 
effective, & 
usable profit z 


making point 
of sale ideas! 


Full Color! 
Ft 00MM» 
We're proud of this magnificent new Meyercord 
presentation of point of sale decal signs . . . and 
we want you to have your own personal copy. Just 
a note to Meyercord on your company letterhead 
will do the trick. Here, in a single booklet printed 
in many colors, you will find the best examples of 
sales producing permanent point of purchase de- 
cal sign advertising . . . representing the gamut 
of products from food and soft drinks to paint 
and hardware. You will see how advertisers, from 
small regional operations to the national giants, 
use decal signs to influence customers at the point 
where sales are consummated—where the customer 
turns money into goods. Here are ideas galore for 
stimulating your own sales at the all-important 
point of purchase. Be sure to write for it today. 


THE MEYERCORD CO. 
/, LTC Te Decabes Attia Lea Mates 


DEPT. D-207, 5323 W. LAKE STREET, CHICAGO 44, ILLINOIS 


? 
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: 4-COLOR 


advertising literature 


for the price of 2 


if Write today 
for your 

f free copy 
f to the nearest 
H.S. Crocker 
office 

Dept. A-3 


«ee 
oeeeeoesese 


This free booklet explains how 
your advertising and sales litera- 
ture can be produced in full color 
lithography at prices never before 
possible. H.S. Crocker’s exclusive 
Colorform method can revolu- 
tionize all your mailing pieces... 
even on a limited budget. 


H. S. CROCKER CoO., INC. 
San Francisco Los Angeles 
720 Mission 2030 E. 7th 
New York Baltimore 


350 N. Clark 100 Hudson 1600 S. Clint 


. 
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in working area. Also, with this 
smaller field of view it will take a 
much longer time to make a com- 
plete examination of an engraving 
or of a halftone proof. 

These facts not only give us rea- 
son to doubt the practicality of this 
instrument for general reasons, but 
also, a microscope employing these 
powers and at such a low price un- 
doubtedly does not have the best 
lenses in it. In order to function 
properly at such a high rating, a 
microscope lens should be manufac- 
tured of the best glass available and 
should be ground and polished rather 
than just roughly fire-polished. 

Lewis B. CoLiins 

Advertising Department, Bausch 
& Lomb Optical Co., Rochester, 
N. Y. 

At AR we find both the pocket 
microscope and a Bausch & Lomb 
linen tester valuable ... Ed. 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. .. . Ed. 


Painting Masks 


e We are looking for a pressure sen- 
sitive material similar to Scotch 
Brand masking tape for use in mask- 
ing surfaces on which a design is to 
be painted. These would have to be 
furnished in areas 12” square to 
12x18”. They will be die-cut and 
used to create a design merely by 
painting over the die-cut opening. 
This must be readily removed and 
reapplied several times on a painted 
surface. 

A mask of this type must be inex- 
pensive enough to be discarded after 
use, yet strong enough to withstand 
several applications and removals. I 
feel these sheets would probably 
have a wax paper type packing 
which could be peeled off just prior 
to being used. 

D. M. Morris 
Barber-Coleman Co., Rockford, 
Til. 


Service Businesses 


e I have a few questions I would 
like answered if at all possible. In 
your magazine are many articles that 
I have found very interesting, but 
I do not see any that are directed at 
any type of service business—in par- 
ticular, the dry cleaning business. 
Are there any articles written by an 
advertising man that I could use for 
basic ideas in this line of business? 

I have a medium-size plant that 
does quality work. I am not inter- 
ested in any plan that calls for “spe- 
cials” and price reductions. We use 
newspapers and direct mail as our 
media for advertising. We use sev- 
eral “gimmicks” that we plug con- 
sistently. They are the phrase, 
“Fanta-Sheen — Six Times Cleaner” 
and a figure shaped like a small su- 
perman, which we call “Mr. Super 
Clean.” 

On another phase of my personal 
prob!'em, I would like to know if you 
have the address of any company 
that would set me up with a button 
display for selling garment buttons 
in our office. 

N. J. SHALETT 
Shalett Cleaners, Pittsfield, 
Mass. 


Address Wanted 


e Would you please send us the ad- 
dress of the Point-of-Purchase Ad- 
vertising Institute? 

We are interested in the slide film, 
“Sales Catchers,’ mentioned in the 
article on page 93 in the May AR— 
“How to Brief the Sales Staff on Dis- 
play Programs,” reporting on the A. 
O. Smith Corp. training session. 

If you have a list of slide films and 
movies available on similar subjects 
on merchandising and sales training, 
we would appreciate receiving a copy 
or hearing how we might obtain one. 

Witut1aM B. RAUFER 
Sales Promotion Manager, 
Pay-U Products Co., Quincy, II. 


3-D Glasses 


e We are contemplating a very large 
mailing for which we would like to 
use some 3-D artwork. This, of 
course, involves the red and green 
glasses. 

If you could provide information 
concerning suppliers of these glasses, 
we would be most grateful. The 
glasses would not need to have ear 
pieces, since they would in all prob- 
ability be stapled to the mailing 
piece. 

JOHN JAKES 
Advertising Production, Abbott 
Laboratories, North Chicago, III. 





How 


tT SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Foam Rubber Base 
Holds Jars in Place 


I think there’s a simpler way to 
prevent tempera or India ink jars 
from upsetting than the one sug- 
gested in the November AR. 

You can make an _ inexpensive 
bottle base by gluing a round foam 
rubber pancake make-up sponge to 


the bottom of the bottle with rubber 
cement. You'll find the bottle or jar 
will stay where it is placed and will 
not slide or tip. The base may be re- 
moved when desired by merely peel- 
ing it off. You can transfer it to an- 
other bottle or jar by regluing. 

RIcHARD EBEL 

North Warren, Pa. 


How to Save Costs 
On Author's Corrections 


While it’s not possible on all jobs 
in process, you can save time and 
money on many letterpress jobs. 
Here’s how. 

After a rough dummy is okayed, 
type is ordered from a typographer 
and the engravings from an en- 
graver. A dummy is then pasted up 
from the engraver’s and typogra- 
pher’s proofs and is sent to the sales 
manager or vice-president for final 
okay while the rough dummy is 
making the rounds of various print- 
ers for quotes to print the job. 

When the proof dummy is returned 
with copy changes, it’s much easier, 


quicker and less costly to make the 
changes at the local typographer’s 
than to have the printer handle type 
forms and furnish second or third 
proofs. 

If no changes are necessary, the job 
goes to the printer for immediate 
printing. This method saves the cost 
of the printer’s furnishing first, sec- 
ond, third, etc. proofs, allows him 
better press scheduling and elimi- 
nates the possible delay on his part 
in rescheduling the job for press 
time, had changes been made. 

Harovtp A. Lucas Jr. 

Sales Promotion Dept., Ameri- 
can Chain & Cable, Bridgeport, 
Conn. 


Line Drawing Problem 
Solved by Photography 


My problem was to obtain a line 
drawing effect on a black back- 
ground to illustrate a new kind of 
hydraulic hook scale . . . but with- 
out the trouble and expense involved 
in obtaining an actual line drawing. 
Here, in pictures, is how I solved the 
problem: 


1. Our company photographer took 
a picture of what I wanted. 





| ie. 


IT'S GOT TO HAVE 
EYE APPEAL! 


SOMETHING 
TO GRAB THEIR 


| WANT IT 
SILK SCREENED 


We will be glad to send you, 
and your local Screen Printer 
a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help 
you in ordering and producing 
quality Screen Process Printing. 


‘Business Building’ 
Ink by NAZ-DAR 


| | My name 


Address 


| | My local Screen Printer’s name 


| Aadress 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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AJELL-O Salad 


_ makes the meal! 
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Einson-Freeman ! 


A tg Treat ror éveryone- 


Seen any good supermarkets lately? With those wonderfully 
wacky animals stirring up sales for General Foods’ Jell-O? 


























Converting the fantastic fauna into displays to work for 
Jell-O in food stores has been our privilege, and a lot of fun. 

The Mrs. Rabbit floor bin on behalf of salads is the 
third of a series. A growing gallery of wobblers, colorful 
cutouts on wire stands, waver gently over stands and 
counters. Shelf talkers share space with Jell-O packages, 
ogle the eyes and ping the impulses of passing shoppers. 

We wish we could claim, with characteristic modesty, 


~ 


that Einson-Freeman originated these happy sales helps, Lreryon, elite 4 
but we can’t. The Jell-O animals were conjured up by Jack SL /, /- 0 
Anthony and his fellow art directors of Young & Rubicam. Paco’ es 
And painted by Jack Welch. : 
We do claim, however, that an original idea in 
display can command space and retailer cooperation 
regardless of competition, in supermarkets or any outlets. 
No good merchant disparages displays that sell. Pa 
And we invite inquiry from advertisers who 
appreciate selling ideas in their displays. | JE 


Einson-Freeman Co, Ine. 


Display lithographers who-can-let-well-enough-alone (above) 
Wobblers wave gently above 


LL-O Salad 


Starr and Borden Avenues, Long Island City, New York 


stands and counters, gentle 
reminders to buy Jell-O. 


; Fy on Mase 
; ¥ } the % & 
Nw A JELLO Salad w/a: aie AN oo 
| A \ Py ras the mea 5 ee 

Z\ tary ‘ ? - @ : 
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Shelf talkers share space with Jell-O packages, ne 


suggest pleasantly at point-of-sale. 











Opposite: Bin back in full color by Einson-Freeman; bin in two colors by Gibraltar Corrugated Paper Co. 
(JELL-O . .. is a Registered Trade-mark of General Foods Corporation ) 
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COPY ANYTHING 
EASIEST WAY EVER! 


REVOLUTIONARY NEW PHOTOCOPY MACHINE 
INSTANTLY COPIES ANYTHING WRITTEN, 
UES Ra 
PHOTOGRAPHED 


THE BRAND NEW 


DIAL-A-MATIC 
APECOAAUTO-STAT 


Obsoletes all other copying advancements 


Now an entirely new concept in office photo- 
copying. Turn the dial . . . get the clearest, fast- 
est, most convenient copy of anything. It’s the 
new all electric Apeco Dial-A-Matic Auto-Stat 
with revolutionary finger tip dial control . . . the 
results of years of Apeco experience and con- 
tinuous research. The original can be any color 
on Opaque or transparent paper—printed on one 
or both sides. It copies any original up to 15” 
wide any length. The Dial-A-Matic is years ahead 
in design too . . . light weight for easy portability 

.. compact to fit on the corner of any desk and 
is outstandingly styled in an eye-catching con- 
trast of polished and satin finish stainless steel. 
It offers hundreds of money and time saving uses 
in every business at a price well within the 
budget of even the smallest firm. 


No Developing No Fixing 


No Washing 
No Trays 


No Drying 
No Dark Room 


American Photocopy Equipment Co. 


1925 W. Peterson Ave., Chicago 26, III. 


Rush me without obligation your free book on new 
Apeco Dial-A-Matic Auto-Stat copying. I under- 
stand this is a factual report that will show me how 


I can increase the efficiency of my business. 


Name 
Firm 
Address 


City State 


in Canada: Apeco of Canada, Ltd., 
134 Park Lawn Rd.. Toronto, Ont 


AMERICAN PHOTOCOPY EQUIPMENT COMPANY 
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TURN A DIAL= 


GETA COPY 


The secret to the world’s 
easiest copying method is 
in the dial. Amazing newly 
designed automatic copy 
control assures perfect 
copies every time. Just set 
the dial to the type of 
copies you want — your 
copies are ready in seconds. 


> SO EASY 
> Anp FAST! 
IN OUT 


GOES «= «COMES 


Send for New 
FREE BOOK 


As a business executive 
you will want to read this 
interesting report on the 
world’s newest, most 
modern copying ma- 
chine. Important infor- 
mation that can show you 
how to save time and 
money in your business. 
Local representatives in 
all principal cities. Con- 
sult Classified Directory. 


CHICAGO 26, ILLINOIS 
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2. I had a positive line print made 
from the original negative and got a 
good picture of the boxes and chain. 


3. A reverse line print gave me a 
good picture of the figure and the 
hook. 


4. I cut out the elements I wanted 
from each line print, combined them 
in a paste-eip, blacked out the back- 
ground and dréw in the detail that 
had dropped out, using India ink and 
Chinese white. I then had this result 
statted down for nay final paste-up 
on the pamphlet art . 

R. NicHotas Martt® 

Advertisim® Maflager, ’ Martin- 

Decker Corp., Long Beach, Cal. 





APPLIANCES 
Ele) 


.you see great names in PLEXIGLAS 


When sign programs involve hundreds or thou- 


sands of outdoor signs, excellent appearance and 
durability cannot be left to chance. 


That’s why vou find signs made of PLEXIGLAS being 
used to identify the retail outlets of well-known 
companies all across the country. PLEXIGLAS signs 
have a clean, colorful daytime appearance and 
complete, brilliant luminosity from internal light- 
ing at night. Maintenance costs are low because 


lighting sources are protected from dirt and 


Rohm & Haas Company 
Washington Square, Philadelphia 5, Pa. 


Please send a copy of “PLEXIGLAS—The Outdoor Plastic— 
for Signs’. 


Name 
Company ——__— 
Address — 


Cae 


PS-12 


Screen eneeeeneneeenienn eerie 


damage. And the ability of this acrylic plastic to re- 
sist weathering has been proved through years of 
successful outdoor service. 


We will be glad to assist you and your sign sup- 
plier in making the most effective use of PLEXIGLAS. 


PLexicias is a trade-mark, Reg. U.S. Pat. Off. ar 
n the Western Hemisphere 


Canadian distributor: Crystal Glass & Plastics, Ltd., 130 Queen's 


Quay at Jarvis 
Street, Toronto, Ontario, Canada 


CHEMICALS FOR INDUSTRY 


ROHM ¢ HAAS 
COM PANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in prince ipal foreign countries 





Mil tHE CHARTMAKERS 
cone tl fet you 


... WHATEVER THE MEDIUM, or size PRESENTATIONS — 


of job, teams of specialists are working for you, — 


taking the problems off your hands. 


Watchful account men, creative artists, 

ae 
SLIDES — 
FILMS 


experienced production men, conscientious 
delivery boys provide the behind-the-scenes 


help that spells success. 


Call us and depend on us for that next job. 


BOOKS — FOLDERS — 
ANNUAL REPORTS 
The Chartmakers, Inc. 
COMPLETE VISUAL SERVICE 
MUrray Hill 8-2760 
480 Lexington Avenve, New York 17, .N. Y. 


y, y 7, ii [_] cHarts 


CO) PRESENTATIONS —‘How to Make Them Sell’ 


FOR THE FOLLOWING 
HELPFUL REPRINTS WRITTEN CO SLIDES —’‘How and why to Use Slides in Sales Presentations” 


B OL 12) i 
oe ee le [J] COPYRIGHTS —“Cavtion: Don’t Do That or You're in for Trouble” 
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Ra LOMITA a. SILENT SALESMAN wish 


ZLING SELLING SENTENCES 
WILL SELL MORE..." a8 ) 


* 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE The only continuous advertising projector guar- 
, anteed to show brilliant Kodachrome pictures in 
Attracts and holds prospect's atten- ; ; 
tion by setting up ae Sl a your window. Show 12 beautiful Kodachrome 
30 pole when he is standing, or slides with 10-word Sizzling Selling Sentences 
a 60 aati wien tie te sitting Tom with each slide showing for six seconds. 
pockets hold order pad, circulars, Powerful 750 watt, 200 hour lamp, Small, 
etc. Weatherproof zipper closure. compact, easy to carry. 18’ height, 14 width, 
14” depth. 8x12’ screen size. Beautiful leather- 
SEND For Full Line Folder ette covering in several color combinations. 


MODEL 99C 


Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermittent 
showings. Customer pushes button, projector op- 
erates one cycle of 12 slides and shuts off, ready 
for next showing. 


1708 West Washington PRICE: $14750 Quantity discounts on request. 


Send in your order today. 
CHICAGO 12, ILL. 


Preture R 


OCONOMOWOC, WISCONSIN 
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Speedball Brayer Solves 
Problem of Filing Cuts 


Like many store and manufactur- 
er ad departments, we have accumu- 
lated thousands of dollars worth of 
metal cuts over the years. Because 
of the vast number of them, their 
endless categories and (let’s face 
it!) a slipshod system, most of the 
cuts were impossible for us to use 
or even locate. 

We solved the problem with a 
Speedball Brayer, a small gadget that 
looks like a printer’s galley proof 
inker, and a rubber stamp pad. We 
ink the Speedball Brayer by rolling 
it on the pad, apply the ink to the 
cut, cover the cut with a sheet of 
paper, roll the Brayer over the 
paper—and we have an accurate re- 
production of any cut, including half- 
tones. 

By proofing all our cuts, cataloging 
them in a loose leaf folder, and filing 
them in boxes with cataloged num- 
bers, we are able to put all our metal 
to use at just a moment’s notice. In- 
cidentally, we use additional proofs 
of the cuts for our newspaper lay- 
outs. 

Ours is a Model 51 Speedball 
Brayer, which we got from the Hunt 
Pen Co. (Camden, N. J.) and which 
cost $1.50—an inexpensive and con- 
venient way of solving a torturous 
problem. 

Irvinc R. PLIsKIN 
Advertising Manager, Samters of 
Scranton, Scranton, Pa. 


Kneaded Eraser Keeps 
Metal Art Tools Clean 


Most drawing tools of steel, alu- 
minum, brass and similar metals get 
an unpleasant film coating, darken- 
ing and general grimy feel—especial- 
ly in larger cities, where the atmos- 
phere is none too clean. In doing fine 
detail work, mechanicals, etc., tools 
not only feel messy, but harm the 
finished job. 

We found an easy way to have 
gleaming-clean metal rulers, T- 
squares, gauges and drawing instru- 
ments without using messy soap and 
water, or sandpaper that scrapes the 
polished surfaces. 

We take a firm kneaded eraser 
with a minimum abrasive texture 
(perhaps something like Weldon’s) 
and softly brush it across the surface 
with a minimum of elbow grease. Not 
only does this method keep our metal 
tools ready for clean, sharp work, 
but we have found it also works on 
wooden rulers. 

PETER R. BALAT 

Promotion Art, International 
Circulation Distributors, New 
York 
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JUNE 1955 


1-30 
American Fresh-Water Pearl Month ... 
sponsored by American Patriotic Society, 
130 W. Jefferson St., Pittsfield, Ill., to in- 
crease popularity of native pearls. 


Dairy Month . . . sponsored by all seg- 
ments of the dairy industry. Headquar- 
ters, American Dairy Assn., 20 N. Wacker 
Drive, Chicago 6. 


National Ragweed Control Month .. . 
sponsored by Hay Fever and Weed Con- 
trol Committee Inc., 3516 Biddle St., Cin- 
cinnati 20. 


Send a Scenic Postcard Month. 


3 


Confederate Decoration Day .. . legal 
holiday in Kentucky, Louisiana and Ten- 
nessee. 


International Shut-In's Day . . . sponsored 
by Shut-In Co-Worker’s Club, 1301 Cher- 
okee St., Marietta, Ga. 


Son’s Day . . . sponsored by American 
National Patriotic Society, 130 W. Jeffer- 


son St., Pittsfield, IIl. 


11-18 


Let's Play Golf... sponsored by Sporting 
Goods Dealer, 2018 Washington Ave., St. 
Louis 3. 


12 
Children’s Sunday . sponsored by 
various Protestant denominations. 


“Dammit, what became of our Man of 
Distinction?” 





ERS 


Your Answer Here: 


May we give you a HINT? Before you buy any more loose leaf 
binders, phone your local Remington Rand salesman. He will show 


you binders for every requirement listed below — and a lot more, too! 


CATALOGS 

PRICE LISTS 

SALES MANUALS 

SERVICE MANUALS 

SALES TRAINING MANUALS 


PARTS LISTS 


If you can’t phone imme- 
diately, send coupon today 
for free copy of this new 
10-page Remington Rand 
catalog “Binders That Build 


Business.” 


SERVICE BULLETINS 
SPECIFICATIONS 


PROCEDURE MANUALS 


VISUAL PRESENTATIONS 
ENGINEERING DATA 


OPERATING INSTRUCTIONS 


Room 2054, 315 Fourth Ave., New York 10 


Kindly send free copy of “Binders 
That Build Business” LL-234. 
Name 

Title 

i — 

Address. 


City_ Zone___State ni 
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'* Packaging _ 
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Complete services for 
producing monotone and 
full color commercial 
cylinders for packaging 
dee 


POSITIVES 


for Newspaper, Maga- 
zine and Mail Order. 
Conventional or News 
Dultgen. 


PROOFING & 
PRE-PRINTING 


for National Advertisers 
and Advertising Agencies. 


We Invite Your Inquiries... 


Est CONGR 


AGO 7, 
cHuic CHESAPEAKE 3-1377 
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SALES MESSAGES + EDUCATION » PUBLICITY - 
ANNUAL REPORTS * EMPLOYEE RELATIONSHIP - 


THEY GET THE: 
HIGHEST READERSHIP IN THE 
COM/C BOOK TECHN/QUE/ 


ASK FOR SAMPLES ON YOUR LETTERHEAD... 
THE LARGEST INDUSTRIAL OUTFITS USE THEM ! 


dohustone and Cushing 


292 MADISON AVE. NEW YORK 17, 
LEXINGTON 2-1980 


. for more details circle 216, page 123 


20 ¢ ar * March 1955 





12-18 
National Flag Week . . . sponsored by 
the Star-Spangled Banner Flag House 
Assn. Inc., 844 E. Pratt St., Baltimore 2. 
The 178th anniversary of the adoption by 
the Continental Congress of the Flag of 
the United States. 


12-19 
Father-Son Week . . . sponsored by Na- 
tional Father's Day Committee, 50 E. 42nd 
St., New York 17. 


14 
Flag Day (Presidential Prociamation). 


18 
Expectant Father's Day . . . sponsored by 
Expectant Father's Club, Newsweek Build- 
ing, 152 W. 42nd St., New York 36. 


19 


Father's Day ... sponsored by National 
Father's Day Committee. 


19-25 
International White Bread for Energy 
Week . . . sponsored by International 


Bread Weeks Inc., 333 N. Michigan Ave., 
Chicago. 


19-25 
National Swim for Health Week . . . spon- 
sored by Swim for Health Assn., 60 E. 
42nd St., New York 17. 


20-26 
National Bow Tie Week . . . sponsored by 
Bow Tie Club Ltd., P. O. Box 1194, Church 
Street Station, New York 8. 


AR invites reader participation in this 
service. All items intended for inclusion 
in this column should be addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago II, Ill. 


OUUCCOREORUGECOCERORCEROECOGEUSCRCOSECREOCOCEGROGORORERERO GRRE RReeEReREEEEE 


"You're right, Mr. Haskins. It is a strong 
paper. We'll buy it.” 
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GILBERT PAPER company 
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This advertisement is lithographed on the new, 
whiter, brighter Gilbert Bond Paper, 25% cotton fibre content, cockle finish, sub. 


20. Available from your printing supplier and leading paper merchants everywhere. 
































ARTWORK 
Ads for Foreign Publications 


Advertisers who have to supply material for their distributors to insert 
in foreign publications can benefit by the experience of Max Factor & 
Co. (Hollywood). The cosmetics company furnishes its foreign dis- 
tributors with two photoprints of each ad—one complete with English 
copy, the other with only artwork and logotype. This makes it a 
simple matter to have foreign language copy set and pasted up on 
the “blank” photoprint—following the complete ad as a layout guide. 
The same idea is applied to mats sent abroad—a proof of the complete 
ad and a mat which can be cast, then morticed for foreign copy. 


PRINTED MATERIAL 
Magazine Reprints 


Frequently one of the most inexpensive forms of printed material are 
reprints of magazine articles. Because type is already set, engravings 
made and basic composition complete, publications are able to offer 
reprints of their articles at comparatively low rates. Most every busi- 
ness publication, in particular, encourages reprinting and distribution 
of its editorial material. Most of them will also include credit lines for 
those who wish to distribute the reprints or leave space so that this 
can be handled locally. Several advertisers have based their direct 
mail programs on the mailing of a “top” article each month. 


MEETINGS 
Building Attendance 


Getting the right people to attend a convention, symposium, technical 
meeting, etc., is often a problem. One group recently reported excep- 
tional results by ‘going over the head” of its prospects. Instead of 
sending all promotional material directly to the people who should 
attend, special mailings were made to the presidents of their com- 
panies. The letters pointed out how the company would benefit by 
having adequate representation at the meeting and urging the presi- 
dent to send members of his staff. The idea not only paved the way 
for approval of attendance of many, but it brought out others who 
would not normally have been covered by the promotion program. 





RADIO & TV 
Displays as TV Art 


It is a bit surprising how few television advertisers make use of their 
point of purchase displays as basic art for tv commercials. Not only 
do displays provide an inexpensive source of high quality art, but 
their use helps to establish product identity which can pay off in 
increased sales. Displays with light and animation are particularly 
suitable for tv. Often they can provide the entire video requirements 

particularly when the filmograph technique of filming is used (see 
‘Filmograph—Low-Cost Answer to Animation,’ October '54 AR). In 
many cases, the use of point of purchase display material can help 
to eliminate need for filmed commercials, since it is readily adaptable 
to “live” pick-ups. 


PRINTED MATERIAL 
Training Manual in Small Doses 


It is frequently a difficult problem to get retailers or field representa- 
tives to read a complete training manual—no matter how good are 
their intentions. Several advertisers have licked this problem by send- 
ing instructions in small doses. One firm, for instance, sends a daily 
mimeographed postcard. Every effort is made to keep the lessons 
timely so that they can be applied quickly. Of course, it requires a 
definite follow-through program to make sure the training is hitting 
its mark. Anoiher method which has worked for some is to send 
lessons by recording (disc or tape), with the next lesson sent only 
after the preceding one has been returned. 









PHOTOENGRAVINGS 
Standard Sizes 


The adoption of a set of standard sizes for engravings can often save 
plenty of time and money. One company, for instance, has established 
three basic sizes for the majority of cuts used in its house organs, 
catalogs and annual reports. Many of the engravings have been used 
for all of the publications. Layouts are made to accommodate the 
standard sizes and, before new engravings are made, the files are 
always checked to see if there isn’t already a cut available which 
will meet the requirements. A standard screen should, of course, also 
be adopted . .. and cuts should always be checked for wear before 
being filed for re-use. 


DISPLAYS 


Travel Posters 


Already widely used in some fields, such as women’s fashions, travel 
posters offer excellent tie-in opportunities for window and store dis- 
plays. Colorful posters of nearly every size and description are avail- 
able free or at low cost from a variety of different sources—airlines, 
railroads, steamship lines, chambers of commerce, resorts, etc. With 
public interest in travel constantly growing, there are always new 
opportunities to make travel posters a part of almost any promotion. 
Other travel promotion pieces can likewise be used effectively 

folders, stickers, maps, etc. 









PRINTED MATERIAL 
Conversion from Letterpress 


Once a set of color plates has been made for newspaper or magazine 
insertion, it is a relatively simple matter to convert them for use as 
blow-ups or reductions. Black and white proofs of each plate are 
pulled and then used as line copy for offset color plates. Many com- 
panies thus convert their ads enlarged to window or store displays or 
reduced to postcards for direct mail promotion. Recent developments 
also permit use of letterpress plates as copy for screen process print- 
ing, and 24-sheet posters have been produced by this method. 
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Craftint POSTER COLORS 


Used and recommended by Smart signmen, cardwriters, 
display and poster artists... and color users everywhere. 
Craftint Show Card and Spectrum Colors . . . the Finest 


you can buy regardless of price for permanence of every color, 
Craftint’s non-toxic 
brilliancy, full and lasting, finest artists’ quality throughout poster colors for 
hool th 

uniform consistency, and brushing quality adaptable to any eee 
same high-quality 
technique. Choose CRAFTINT... and You Pick The Winner! lili nih 


schools and colleges, 


€ and are priced to 
i a rs | ed u a + fit the school budget 


THE CRAFTINT MANUFACTURING CO. 
ial YORK . CHICAGO . CLEVELAND 
Main Office: 1615 Collamer Ave., Cleveland 10, O. 
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dwertising Requirements 


How San Francisco’s famous 
Wells Fargo Bank extends the 
services of its advertising staff 
to more than 100 correspondent 
banks. 


By Jeff Thomson 
AR San Francisco Correspondent 


waTromal 
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Bankers are 


People, too 


Wells Fargo Bank (San Francisco) 
has for 25 years extended the expert 
services of its five-man advertising 
staff to more than 100 correspondent 
banks in California, Oregon, Wash- 
ington and Arizona. (A correspond- 
ent bank is an independent one in 
an outlying community which de- 
posits money with a large bank in a 
Federal Reserve center to facilitate 
the transfer of funds between cities.) 
Aavertising aid is one of many serv- 
ices offered to help cement strong 
relationships in this competitive field. 

Few companies in the U. S. can 
boast a more exciting past than 
Wells Fargo Bank. As the direct de- 
scendant of Wells Fargo & Co., it is 
known to every school lad for its 
famed Overland Stage express lines 
and its fearless Pony Express riders 
of California Gold Rush days. Thus, 
Wells Fargo, the oldest bank in the 
West, dating back to 1852, would 
seem to have an enviable ready- 
made theme for its own institutional 


you can depend on your home-town bank 


t's rum by local people whe take « personal interest un 


PML Le 


>) Vy prleer 
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promotion. And it certainly does. 

But, while wild-western history 
may sell denim trousers or beer, and 
is always good “box office” in the 
motion picture business, it does not 
necessarily promote thrift or sell a 
bank’s basic commodity . . . service. 
Nor, does a tradition of stability 
through venerable old age bring de- 
posits to the tellers’ cages. 


>For its correspondent banks, di- 
versified campaigns, tailor-made to 
meet each bank’s particular needs 
and budgets, are worked out with 
them. Those budgets may run from 
$1,500 to $35,000 per year. Counsel- 
ing and direct aid in preparation of 
copy for radio, tv, newspapers, di- 
rect mail, speeches, features and 
publicity as well as all-around mer- 
chandising help is provided. No 
charges are made except for actual 
out-of-pocket expenses. In addition, 
Wells Fargo prepares a series of 
timely general banking ads which 


is a professional man 


you con depend on your home-town bonk 
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SAJARO /ALLEY BANK 
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4 Permanent 


You'll save steps 


Balance your budget 


“heck with chanics 


Bunk Checking Account 15 4 time-saver 


c . ics Cc : ics 
heck with mecho™ heey with mechants® wih 


1 Mechanns Bank Chev bi 


Cc % } ag 
heck with mec | 
41 Mechann 7 


dicount 
46. mm o little 


Circus Motif .. . These ‘‘teaser’’ ads publicizing Mechanic's new 
lower checking account rates ran for two months in local news- 


are mailed to smaller banks in mat 
form with proofs. 

Since banks primarily sell services 
and since those services differ little 
from bank to bank, Wells Fargo’s 
staff has long felt that the realistic 
advertising effort would be one di- 
rected toward building a warm, 
friendly individual bank personality. 
It would portray banks, not as 
monetary mausoleums, but as pro- 
gressive establishments. Bankers 
themselves would be depicted as 
what they are—people with a stake 
in community business affairs. The 
accent would be not on history, but 
on today and the future; not on size 
or strength, but on service. 

That’s the goal, both for Wells 
Fargo itself and for the banks it 
serves as advertising counselor. A 
couple of case histories may serve 
to show how results are achieved 
for depositor banks in practice. 


>For the Pajaro Valley Bank in 
Watsonville, Cal., a town of about 
11,000 population, a recent special 
series of eight weekly four-column, 
10” ads were run in local newspaper 
space. It was part of a continuing 
effort to humanize the banker and to 
reduce the intangibles of service to 
concrete examples. 

The format of each ad remained 
the same. Every headline began, 
“Your banker . . One week it 
would read, “. . . is a professional 
man.” Next it might be, “. . . is al- 
ways on the job,” “. . . doesn’t wear 
a top hat,” or “. . . is interested in 
the future,” etc. To avoid the appear- 
ance that “your banker” was patting 
himself on the back, a light, humor- 
ous touch was added in the form of 
cartoons depicting him in each of the 
various suggested roles. 

Brief copy pointed up little known 
facts bearing on the headlines, while 
a sub-head, additional copy and sig- 
nature were repeated on the institu- 
tional theme, “Home-town banks are 
run by local people, your neighbors.” 


> Richmond, Cal., is the fastest grow- 
ing major city in the U. S., with a 
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whopping 321.1% increase in popu- 
lation between 1940 and 1950. Good 
advertising helped Mechanics Bank 
of Richmond outstrip even that rec- 
ord-breaking growth and boost its 
deposits by 766% in the past 14 years 
in the face of healthy competition. 

For Mechanics Bank, in a young 
community of young people, Wells 
Fargo proposed a youthful campaign 
in a light vein, using cartoon copy, 
gimmicks in direct mail—and even 
giveaways. 

Since banks run no sales, offer no 
trade-ins, nor claim any miracle in- 
gredients, they must seize upon any 
competitive advantage and play it 
to the hilt. Occasions like special 
events or anniversaries are usually 
played up, as are openings of new 
branches offering convenience of lo- 
cation or modernized facilities such 
as drive-in cashier windows or free 
parking. One bank even offered left- 
handed checkbooks for southpaws. 
But only when a real sales lever is 
found can the bank adman tell a 
persuasive story of service. 


>Lower checking account charges 
recently gave Mechanics Bank just 
such a sales lever. 

“Check With Mechanics” became 
the rallying cry in a new all-out 
drive. Bank employes pinned on 
large badges carrying that simple 
slogan. Ballpoint pens were offered 
free with new checking accounts. 

For the first two months “teaser” 
ads with a circus motif were run in 
newspapers. Four two-column, 4” 
ads were run simultaneously in dif- 
ferent parts of each local paper, al- 
ways with the heading, “Check With 
Mechanics,” but with varying copy: 


1. “You’ll save steps,” showing a 
cartoon-clown on parade and “A 
Mechanics Bank checking account is 
a time-saver” below. 


2. “A Permanent Record” with a 
long-remembering elephant and the 
sub-message, “A Mechanics Bank 
checking account keeps finances 
straight.” 


Bawk ( besten 
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papers. The gay circus motif helped give the bank a warm 
and friendly ‘‘personality.”’ 


3. A wise old owl holding a slate 
reading, “Costs Less!” and “A Me- 
chanics Bank checking account costs 
so little.” 


4. Finally, a juggling trained seal 
to suggest, “Balance your budget,” 
and “A Mechanics Bank checking 
account helps balance the family 
budget.” 


>A second phase featured larger, 
five-column, 8” ads still plugging the 
“Check With Mechanics” theme, but 
this time explaining the lower serv- 
ice charges and offering the free pen. 
Checkmark symbols, cartoons, and 
a cut of the free pen tied in with 
headings like “Budget got you 
down?,” “Too much legwork?,” etc. 

Large exterior four-color car cards 
using the carnival motif were used 
on Richmond buses during this 
phase. Personalized letters were sent 
to a select list of names, and a color- 
ful direct mail folder went to a list 
of about 5,000. 

As a final attention-grabber, 10,- 
000 pill boxes in large coin envelopes 
were mailed to house occupants. On 
the outside of each box was a mock 
prescription label reading “Rx for 
Budget Troubles. Open pill and read 
remedy ... then get your free ball- 
point pen at the Mechanics Bank.” 
Inside a red capsule was a folded 
strip of paper headed, “Just What 
the Doctor Ordered.” It directed the 
reader to open his account immedi- 
ately. Cost of the novelty, which 
caused the bank’s switchboard to be 
jammed, was 9¢ each. 

One third of Mechanics Bank’s 
annual advertising budget was spent 
in this one short peak campaign on 
the theory that it is better to stir 
up a lot of attention, achieve specific 
results, then coast until another idea 
comes along. 

What were those specific results 
in this case? 

Deposits in new checking accounts 
totaled more than $200,000 at the 
latest tally. And the real worth in 
terms of future business from those 
new customers is incalculable. 44 
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1. Pictorial charts like this one showing 
the division of a sales dollar were found 
to be most easily understood and remem- 
bered by Borden Co. employes. 


How to 
Prepare 


a 

MODERN 
ANNUAL 
REPORT 


An expert draws upon his extensive experience to present some 


realistic guides for the preparation of effective annual reports. 
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3. A graphic round-up of the year’s high- 
lights sparks the opening of this Michi- 
gan Gas & Electric Co. report 


By Herbert C. Rosenthal 
Director 

Graphics Institute 

New York 


I’ve got two annual reports on my 
desk. One is a comprehensive 36- 
page report, colorfully illustrated 
with charts, maps and photographs. 
The president’s text includes a de- 
tailed discussion of earnings, divi- 
dends, financial condition and future 
prospects—and the graphics expand 
and implement this. 

The other report is an 8-page (and 
one of these is blank) self-covered 
pamphlet, printed in one color, with 
no charts, maps or photos. Its text 
consists of a guarded one page letter 
from the president, a balance sheet 
and an income statement. No com- 
parative data for past years is shown. 

One of these reports is issued by 
a Chicago printing firm so big it is 


The WARNER-HUDNUT Eyceane and Qu/ye BoMar cn YOS3 


—~ PHARMACEUTICALS 


WHERE 1T CAME FROM 


7 ——____. cosmetics 


HOW IT WAS SPENT 


WAGES 
AND SALARIES 


2. This 1952 Warner-Hudnut report uses 
a combination of photographic and chart 
techniques to present a graphic picture 
of its income account. 


Consumer buying power is high... -- and retell sales ere up. 


Seomman ©. $, Sevese of tho Conan, Sete Atenaqueas, i. ¥. tate Bapetaret of tabes, ¥. W. Budge Copmretes 


4. This series of charts showing the re- 
gional economic activity for the year 
won many prizes for this report put out 
by Franklin National Bank (Long Island, 
N.Y). 


listed on the New York Stock Ex- 
change. The other annual report 
emanates from a small public util- 
ities company, traded over-the- 
counter. Which firm issued which 
report? 


> Well, you’re wrong—though logic 
is on your side. The printing com- 
pany gets out the all-type, 1890- 
style report. The utility company 
gets out the modern report which 
would be good indirect advertising 
for any printing firm. 

Aside from logic and sales promo- 
tion, these reports probably have a 
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5. The Pennsylvania Railroad issues a 
special annual report (top) for its em- 
ployes with charts and cartoon-style draw- 
ings. Another type of chart in a Citizens 
Utilities report (bottom) shows how wage 
policies benefitted the working force. 


lot to do with the way the respective 
stocks are valued. The printing com- 
pany earns 2% times as much per 
share as the utility and pays a divi- 
dend 1% times as large. But, the 
utility company’s stock has climbed 
to the point where it now sells at the 
same price as the printing firm’s 
stock! And in the bull market of the 
last two years, while the utility stock 
has increased 75% in value, the 
printing firm’s stock has drifted up 
and down between $17-20 per share. 

The lesson is a familiar one to 
every specialist in the field of corp- 
orate communications. A good op- 
erating record is an indispensable 
foundation—but it needs care, effort 
and the best in presentation tech- 
niques to make sure that this record 
hits your annual report audience 
with the proper impact. (As an ex- 
stockholder in the printing firm and 
a present stockholder in the public 
utility, I can sincerely attest to this.) 


> Now you may be saying, “This guy 
is not telling me anything new. 
Every year, I try to battle the top 
brass here into a frank, comprehen- 
sive, modern annual report. I sug- 
gest an interesting format, high- 
lighted by charts, maps and photos. 
But by the time the president, board 
chairman, secretary, treasurer and 


28 ¢ ar * March 1955 


counsel get through, we’re playing it 
close to the vest again. And they tell 
me that I may be the expert on ad- 
vertising and sales promotion, but 
they know what should be told to the 
annual report audience.” 

Do they? Here’s some ammunition 
for your point of view, based on ex- 
tensive surveys which show how in- 
vestors, employes and the financial 
community feel about annual reports 
and what they want in them. 


>First, your annual report is im- 
portant! It can be one of the most 
important factors in a stockholder’s 
decision to hold on to his shares in 
your company. A poll of its stock- 
holders by Citizens Utilities Co. 
showed they ranked the annual re- 
port above such trusted guides as 
brokers’ memoranda, writeups in 
statistical services and advertise- 
ments in deciding to retain their 
stock in the company. 

Another comprehensive investiga- 
tion of stockholder opinion was con- 
ducted by Elmo Roper for the Con- 
trollership Foundation. This survey 
found that “both the less well in- 
formed or less interested group of 
stockholders . . . and the more so- 
phisticated group . . . are inclined to 
pick earnings, dividends, and finan- 
cial condition as most important to 
know about, along with an appraisal 
of future prospects.” 

Describing the “typical stockhold- 
er,’ Roper’s study continues: “If he 
has to look too far to find out what 
he wants to know, if he can’t find 
any simple and believable statements 
about how his company is doing, he 
may then throw the whole thing into 
the wastebasket and lament the in- 
ability of ‘overpaid corporation pres- 
idents’ to talk his language.” 


> How can your annual report proj- 
ect this quick, clear picture of earn- 
ings, financial status and prospects 
that the average stockholder wants? 
Illustration No. 3 shows how the 
Michigan Gas & Electric Co. did this 
—via a comparative highlights chart 
right at the beginning of its 1953 re- 
port. 

In Illustration No. 2, Warner-Hud- 
nut Inc. gives its stockholders a clear 
picture of where the firm’s 1953 in- 
come came from and how it was 
used. 

Later on in their reports, both 
Warner-Hudnut and Michigan Gas 
& Electric Co. chart key sales, earn- 
ings and expenditures figures for a 
span of years—as does the New York 
Telephone Co. in Illustration No. 6. 
This procedure checks with recom- 
mendations made by E. C. King, 
chief accountant of the Securities & 
Exchange Commission. Speaking at 
New York University a few years 


back, Mr. King cited several studies 
to show that: 

“all too many companies still 
feel satisfied merely to present a 
statement of one year’s results and 
leave it to the stockholders’ memory 
or research to discover the changes 
from the preceding year. 

“In support of this assertion the 
American Institute of Accountants’ 
study of annual reports of 525 com- 
panies for fiscal years ending July, 
1946, to June, 1947, is cited as showing 
that 296 or 57% of the companies 
provided no comparative reports. 

“The author seems to feel that 
while this may be only an irritating 
inconvenience for investors having 
access to statistical services and fi- 
nancial publications, it is a serious 
matter for the small stockholder re- 
moved from financial centers unless 
he is the rare person who saves re- 
ports from year to year.” 


>The Franklin National Bank gives 
comparative figures not only for its 
own operations but also for economic 
activities in the region it serves—as 
shown in Illustration No. 4. 

So far, we have explored the pref- 
erences of the primary audience for 
corporation annual reports—the 
stockholders. However, a growing 
number of corporations are either 
angling sections of their stockholder 
report toward employes, and dis- 
tributing copies to them, or publish- 
ing a special report for employes. Is 
there any real demand by employes 
for this information—or is it just a 
waste of paper? 

A recent survey among workers 
by the Macfadden Wage Earner For- 
um seems to provide a conclusive 
answer. Reports the forum: 

“Wage earners want to receive an- 
nual financial reports from their 
company (65.7%). They don’t get 
them (72.6%). Where their company 
does supply a report, they read it 
with interest (79.8%). 

“Those who don’t get them don’t 
know why their company does not 
put out such reports (73.8%), but 
many are suspicious.” 


> One of the many firms which dis- 
tributes its report to employes is 
Citizens Utilities Co. Citizens uses 
this opportunity to hammer home 
the increase in employe benefits. The 
Pennsylvania Railroad goes even 
further, and devotes most of one 
issue of its monthly house organ to 
a special annual report to employes. 
One of its most telling charts drives 
home the fact that a far greater por- 
tion of income goes for wages and 
taxes than for dividends. The Wage 
Earner Forum emphasizes the im- 
portance of properly treating this 
topic, stating: “Dollars of dividends 








versus dollars of payroll is a major 
subject of discussion—one of the red 
flags waved by those who want to 
stir up workers.” 

Both the Pennsy and Citizens 
charts are shown in Illustration No. 
5. 


> The illustrations we have cited so 
far from corporation annual reports 
have all presented financial data in 
chart form. “But is there any real 
evidence,” you may ask, “that stock- 
holders and employes want financial 
information given to them in chart 
form?” General Motors Corp. pro- 
vided the answer to this a few years 
ago, with a poll answered by over 
4,000 stockholders who had received 
its annual report. 

“Do you find charts and diagrams 
helpful?” asked G. M. 

71.3% of the stockholders said yes! 
Only 5.3% said no, while 23.4% 
failed to reply to the question. 


> Thus charts and diagrams emerge 
as the medium by which stockhold- 
ers want to receive financial data. 
The question of chart technique be- 
comes important in this connection. 
Should old style line and bar charts 
be used, or the more modern pic- 
torial charts? 

To answer this question, the Bor- 
den Co. recently ran a test among 
its employes. Summarizing the re- 
sults in an article in the Public Re- 
lations Journal, Milton Fairman, 
Borden’s director of public relations, 
and Steven Korsen, a member of the 
PR department, wrote: 

“Six types of charts and tables, all 
carrying identical data, were used in 
our survey to determine the type of 
financial presentation most readily 
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6. The New York Telephone Co.'s charts 
demonstrate the progress made in adding 
new customers. The company’s charts al- 
ways cover a series of years to provide 
recipients 
data. 


with meaningful comparison 





understood by our employes. A pie- 
chart incorporating illustrative sym- 
bols was found to be the most suc- 
cessful ... 








“. . we had believed the plain pie 


chart would prove the more success- 
ful. Instead, the symbols seemed to 
help employes remember the charted 


facts...” Illustration No. 1 shows the 
pictorial chart Borden used in the 
test. 


>Summing up all this research, we 


find that your annual report is an 
important and valuable tool for 
reaching stockholders, employes, 
customers and the financial com- 
munity. Among the topics they are 
most interested in are earnings, divi- 
dends, financial conditions and future 
prospects. 


They want this information on a 


comparative basis, and find it help- 
ful when presented in chart form, 
with pictorial charts the most effec- 
tive means of getting across the fi- 


nancial story to them. 

Now you may be itching to break 
in here and say, “What about that 
‘painless’ stuff in the title of this 
article? Even if I can use your am- 
munition to convince top manage- 


“We're sorry the sniffles are giving 
you grief...” 

This note of sympathy addressed to 
cold sufferers is helping Kaz Mfg. Co. 
(New York) sell more of its electric 
vaporizers and cold inhalant. The copy, 
accompanied by a cartoon-style draw- 
ing of a sad-eyed creature in bed, is in 
a customer giveaway folder designed in 
the form of a “‘get-well” card. 

Inside, there is a second drawing of 
the sniffle sufferer, showing her much 
improved—and using a Kaz vaporizer. 
The copy continues, “But we're happy 
to know you can get quick relief... 
with a Kaz Electric Vaporizer and Kaz- 
for-colds Inhalant, (signed) Your 
Friendly Druggist.” : 
When the folder is completely un- 






folded, the Kaz line of vaporizers is 
shown—the various models with de- 
scriptive data, prices, etc. 

More than 200,000 of the little cards 
distributed to druggists 
the country. The cards are 


have been 
across 
placed in the pocket of a large display 
card, which is designed for use on 
druggists’ sales counters. About 15,000 
counter cards were distributed with 
the “get-well” cards. Art on the dis- 
play card continues the same cartoon 
style as on the cards. A postcard that 
formed a handy order blank was en- 














Get Well Cards Help Sell Sniffle Chaser Line 








ment that it’s worth while getting out 
a modern annual report, how am I 
going to prevent the report from be- 
ing the big headache of last minute 
changes and tight deadlines it’s al- 
ways been?” 

The answer is to call in a specia- 
list organization. With the growth in 
importance of annual reports and 
the attention spent on them, agencies 
specializing in the production of an- 
nual reports have come forward. In 
such an agency you will find experts 
in financial analysis, design, pictorial 
charts, copy and production. Such a 
group can save you trouble—and fre- 
quently save you expense—in pro- 
ducing your annual report. They will 
set up a preliminary plan with you, 
three to six months before the re- 
port is due... produce a rough 
dummy ... follow up department 
heads to get statistics .. . wrap up 
data, copy, charts and photos in a 
comprehensive dummy for approval 
by top management .. . and then ride 
herd on production. 

By working through an expert 
agency like this, you can thus pro- 
duce an annual report you'll be 
proud of—and produce it pretty pain- 
lessly too! 44 































closed with the display card to give 
druggists a handy method of reordering 
the giveaway cards. 


“cold 
druggists 


In the few weeks since this 


season” promotion began, 
have reported good customer reaction 
to the little cards. 

The art supervision for both the cards 
and counter display was handled by 
Larry Katzman, executive vice-president 
of Kaz. Art and design for the display 
card were executed by Emest Socolov. 
The A & F Printing Service ( New York ) 


supplied the cards and display pieces. 
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MAGAZINE COVERS FOR APPROVAL 
PACKAGES FOR ADVANCE SHOWING 


— 


EVERY CHRYSLER ECNGNE NOW A YO 
uP TO BOK, WORLDS MOST ADVANCED 


AMERICAS MOST SMARTLY DIFFERENT CAR 


Admen are learning that there are many uses 
for full-color photostats. Now available from 
many sources, they are growing in popularity. 


TO PRESENT DISPLAYS 


ARAN TEE BD 











By Ted Sanchagrin 
AR Eastern Editor 


There’s a minor revolution taking 
place these days in preparing dupli- 
cates of color roughs, rough-roughs 
and comprehensives. Many agencies 
are using the method to make pres- 
entations of artwork to clients. 

This is just one use—although pos- 
sibly the main one—so far as agencies 
are concerned. They’re leaning on it 
more and more in Los Angeles, Chi- 
cago and New York ad rows. 

The product, which is called every- 
thing from Colorstats, Chromostats, 
Einsoncolor, to Rocket Color Prints, 
is briefly a color stat, to coin a gen- 
eric description. 


> Essentially, it’s a fast (24-hour), 
inexpensive method of approximat- 
ing in color what the eventual prod- 
uct will look like. Here are some of 
the already popular uses: 

e Layouts. 

e Approvals to clients. 

e Artists’ samples. 





e Sales presentations. 
e Duplicates of comps or finished 
art. 
e Mailings to show new displays, 
signs or packages. 
e To get to size quickly on color 
copy. 
e Color copy for printing bids. 
e Tip-ins for catalogs and direct 
mail. 
e Salesmen’s sample books. 
e Point of purchase displays. 
e Trade show exhibits. 
e Distribution of color to branch of- 
fices. 
e File or reference copy. 

Actually, there are hundreds of 
other uses. But, because of the rela- 















tive newness of the medium, admen 
are just beginning to work color 
stats into their list of production 
tools. 


>In looking over the field, AR found 
that there is a lively little battle go- 
ing on, indicative of the growing im- 
portance of the method. Currently, 
most color photocopy is being made 
on Ansco Printon paper, with East- 
man Kokak expected momentarily 
in the trade to come up with reversal 
paper that will invade the growing 
business. 

Color stats won’t replace dye 
transfers or carbros, of course, but 
are finding a particular niche for a 
specific purpose. The name of the 
method itself is something that is 
keeping the subject open for hot 
discussion in the trade. Two sources 
of supply in New York lay claim to 
the trademark Colorstat, and all 
sources are quick to point out that 
Eastman owns another more well- 
known trademark, Photostat. 


>One agency that has gone to a 
number of supply sources for color 
stats of rough magazine ad layouts 
is J. Walter Thompson Co. (New 
York), for Ford and Pan American 
Airways, to mention two accounts. 
Leo Guidali, JWT art manager, 
mentions that color stats have been 
a time-saver in several instances 
when a number of layouts were 
needed for showing to various in- 
terested parties on the accounts, in- 
cluding the clients themselves. Where 
it would take a day or more for an 
artist to make a rough or several 
roughs, color stats bypass this in ex- 
pense and time. 
“Of course, if we want true color 
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Original 
art 


Negative and ‘. 
Masking ‘ 
Manipulation 
(1-6 steps) 


direct color 
copy 


Color stats eliminate as many as four steps 


in producing color prints. 


we stick to original artwork and dye 
transfers,” he said. “Stats, however, 
do serve a particular purpose.” 


> Authenticolor Inc. (New York), 
one supplier of Colorstats, explains 
them as full-color, one-shot, one-day 
photographic prints from color art- 
work, made to exact size for layouts 
or giant size for displays, with no 
plates or color separations necessary. 

More specifically, they can be 
made any specified size from art, 
prints, or color tearsheets for ad lay- 
outs, copy testing, pre-proofs, ex- 
hibitions, etc. 

Ad agency art directors and ac- 
count executives find that color stats 


TO PROMOTE MERCHANDISING UNITS 


PRODUCTS IN FULL COLOR 


ART & PHOTOGRAPHY 


NEW!!! SIMPLIFIED!!! 
CONVENIENT 


especially designed for 


T.V. and 


motion 
Picture 


artists 


L STORY 
BOARD 


A handy roll of 100 panels for 
your story board sequence. Panels 
are printed with areas for video, 
audio, action and scene number. Each 
sheet is perforated (4 x 9-1/2”) in 
a@ convenient dispenser box. Zip off 
1, 5, or 50 sheets at a time. Story 
sequence is easily rearranged or re- 
vised. The highest quality translucent 
type paper in the ‘Reel Storyboard” 
is receptive to almost any medium. 


tw FOLD-0-FOLIO 
ll a 


The Companion of the ‘Reel 
Storyboard", holds as many as nec- 
essary for story, accordioned, folds 
neatly for filing or mailing. Title 
block on front of leatherette cover 
for client presentation. 


HW TELE-VISIBLE 
FIELD PAD 


The Tele-Visible field 

pad has T.V. screen 

Proportions printed on 

front cover with holes at corners. 

Simply place the point of your pencil 

in the holes at the corners of each 

of the areas. This will define each 

area accurately, (Full Field, Scanning 
Area and Safe Area). 


Sold at leading art supply stores 
write for descriptive brochures. 


bienfang 


paper company, inc. 


METUCHEN, NEW JERSEY 


. for more details circle 162, page 123 
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Product Display .. . One of the best uses 
found for color stats is displaying a prod- 
uct with all its details in natural colors 


without high cost. 


are a quick, visual, comparatively 
inexpensive method of presenting 
copy and illustration to clients. For 
layout sizes such as 5x7” or 8x10” the 
prices mentioned by one house are 
$7.50 and $10. When you get into the 
larger sizes, such as 20x30” or 40x60”, 
one house quoted these as $40 and 
$135. 

Giant color stats have been used 
for sales presentations at dealer 
meetings. One claim, probably a 
little rash, is for use as background 
on color tv commercials. 


> Warwick & Legler (New York) 
another agency that has used color 
photocopy to advantage, for Old Gold 
magazine ad layouts featuring vari- 
ous animals. 

For this job, the stats were 11x14” 
from Bebell & Bebell Color Labs 
(New York). Forty were made, $15 
each, and the agency accepted 30 of 
them as suitable. On the stats, the 
agency pasted in the cigaret pack il- 
lustrations and worked in the letter- 
ing. 


>This past Christmas, George W. 
Luft Co., manufacturer of Tangee 
face powder, went into 100 8x10” 
stats of Tangee’s red, green and 
white container. These were used for 
salesmen’s portfolios and distribu- 
tors’ catalogs to show the trade what 
was available in the Christmas line. 

As in most instances in the color 
photocopy field, the reproductions 
were made without transparencies, 
directly onto Ansco Printon paper 
through a camera with mirror re- 
flectors or a prism attachment on the 
lens board. The setup registers the 
package in approximate colors di- 
rectly from package to print paper 
without the intermediate steps of 
color negatives or reversal negatives. 

In other words, the print is made 








Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


With Many 1955 
Refinements 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- Eaum 
tering; insure accura- 

cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Takes up no floor 
yok id- Mee hh 
head ‘‘dead”’ space 


ArrO Graph a 


NGEL, INC. 
214-B Phoenix Bidg.. Minneapolis 1, Minn. 
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ARTISTS. AD MEN 
COPYWRITERS- 
STOP GUESSING! 


e See how the revolutionary new 
HABERULE Visual Copy-Caster 
makes your job easier, quicker, 
more accurate than ever! 


HABERULE now features alphabet lengths of 
29 most commonly used type faces 


in caps 
and lower case 


all keyed for instant copy-fitting 
With just a flip of the finger, you not only see the 
type from which you can select the design and size 
you need but you can fit your copy at the same in- 
stant! Over 800 machine and foundry type faces 
are also listed—in every size from 4 to 18 point. 
Never before has this service and convenience 
been offered—all in one single, self-contained unit. 
Send for your new, completely revised, 6th 
edition of the Haberule now! Beautifully printed 
in 2 colors. Handsome silver-embossed covers, 
plastic bound. Yellow Vinylite 
type gauge included. 


Only $7750 
COMPLETE 


MONEY-BACK 
GUARANTEE 


At artist 


supply stores 
or direct: 


The HABERULE Co. 
Box R245 + Wilton, Conn. 
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Color has 
many voices 


The illustration your photographer cre- 
ates for you on Kodak Ektachrome Film 
has the persuasion of many tongues, many 
voices. The pulse of industry comes alive 
with a shout, the glamour of fashion with 
a whisper. Whatever your message, color 
can be a highly articulate part of it. 


Ektachrome is practically a universal 
color film for use under every condition— 
for editorial or advertising pictures—in- 
doors or outdoors—day or night. 


It has been available for several years in 
sizes to fit all studio and press cameras 
and in the familiar 620 and 120 rolls for 
on-the-spot candids. Now this famous film 

is also supplied in the 35mm 
size for slides and slide films. 
And a commercial labora- 
tory right around the corner 
will process all sizes with sur- 
prising rapidity. 


KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 


1. Ektachrome Film: Superb color, brilliant or 
subtle; transparencies for photomechanical re- 
production. 2. Dye Transfer Process: You see 
your photographs on paper—as they will ap- 
pear in print—before engraving. 3. Flexichrome 
Process: Create photographs in the colors of your 
choice—from black and white, or color. 4. Ekta- 


color Film: The starting point for display color 
transparencies of excellent quality and any size. 
5. Kodachrome Film (35mm): Projection slides 
of exceptional sharpness. For presentations, for 
selling, or for teaching. 

Your photographer knows how to handle 
them all. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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x16048 one of the thousonds of our stock pictures 
for $15, with $5 of If you use our credit line. 


did you say 


“STOCK”? 


Yes, Baby, Startling Stock Pictures From 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 °, 646 N. Michigan, Chicago 11 
Tel. MU 4.5499 Tel. DE 7-1711 
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for OFFSET 
Printing 


You can cut sales 
promotion and 
printing costs with 
top quality offset 
printing. 


The versatility of 
the offset camera 
permits quick, 
low-cost repro- 
duction from 
practically any 
material. 


| 

| This kit contains 

| actual job samples 

made from a wide 
variety of copy, 

| along with an RCS 

| price list for 

| Black-and-White 

| Plano, to handle 

| the bulk of your 

| printing. 

| See for yourself 

| how others make 

| offset work to good 

| advantage. 

| 

| 

| 


Send today for 
your FREE RCS 
Idea Kit! 


Please rush my FREE copy of the OFFSET Idea 


TE 
An 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 
. for more details circle 255, page 123 
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Display Seller . . . Color stats, by showing 
how this merchandiser looks in use, helped 
sell retailers on the idea of setting up a 
candy department in their stores. 


directly from the subject copy, with- 
out the usual intermediate trans- 
parency stage, although a print can 
be made from a transparency. Ac- 
tually, the end result is the same— 
an Ansco Printon print. The dif- 
ference is that color stats are made 
directly on the paper from the origi- 
nal artwork, package or what have 
you through a mirror or prism ar- 
rangement within the camera setup, 
eliminating the intermediate step. 


> Another user of color stats is Look, 
which presents magazine covers to 
its editorial board for selection. Art 
director Alan Hurlbert’s presenta- 
tion to the board includes the logo, 
cover photo and blurb type. 

National Distillers is another user, 
with 30x40” color stat blowups, made 
for presentation to dealer and sales- 
men meetings by the sales manager 
or advertising manager. Kudner 
Agency (New York) handled this 
item. 

These are some uses. Sometimes 
the production of a package calls for 
the use of color stats. For instance, 


Package Reproduction . . . This array of 
fanciful novelty packages was colorfully 
presented economically through the use 
of color stats. 


COPI=COUNTER 
COPY=FITTING f 

This precision instrume 
counts characters in a 
typewritten line, line 
on a typewritten page. I 
has a wheel which is run 
along the line, hopping 
over deletions, for tc 
character count, up 
page for line c t. The 
COPI=-COUNTER, graduated 
in inches, picas 

ates, sells for $ 

Write A. H. Nellen, 

Box 106 B, Broomall, 


anyone can do 


Hand-Lettering 


with a 


TTT 1.7 


MSR aa 
cursiv’ 
Casual »! 


‘en 


VO (5 U F 
BODONI 


All the ‘‘heads'’ and sample 


Sans. se ici Voidens ee 
Caslon @yEnglish 


any shope = any S1Ze 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 18 


VARIGRAPH CO., INC. 
MADISON 1, WISCONSIN 
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aL ORME G1G amps nae BOX for short runs 


in large size 


COOPER-BESSEMER T 
YPE GMVA 10-CYLN 
DER TWO-CYCLE COMPRESSOR 


Fuel Gas 
| Cooling Water 


ren PRINTING—and Wi Scavenging Air 
only Collotype printing—can 
give you the fidelity of tone 
for blow ups like this that 
actually surpass photographic 
enlargements for quality. 
When you consider too, that 
this quality screenless printing 
goes hand-in-hand with 
amazingly low cost, then 
you'll really sit up and 

take notice! 


Collotype, or photo-gelatin 
printing as it is sometimes 
called, is the perfect answer 
for short runs of large subject 
matter in monotone or 
beautiful full color. Whether 
the subject matter is a 
photograph or a wash 
drawing you can depend on 
BLACK BOX COLLOTYPE 

to faithfully reproduce every 
tonal graduation. The same 
art that may be used for 
offset printing is all that is 
required for Collotype. 


Regardless of the size of the 
job why not investigate the 
savings that are possible 
without affecting the quality? 
Just phone or write today... 


. Posters and Displays . Water Color and Oil Reproductions 
COLLOTYPE IS USED . Graphic Sales Manuals . Photographic duplicates and Murals 
EXTENSIVELY FOR: . Ad Blow-ups in color . Translites (transparencies) 


. Visual Aid Presentations 8. Illustrated Catalogs 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 
yx Photo-Gelatin Printers ¥% 
Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazoo Cincinnati Detroit St. Louis 
5-6165 Plaza 4218 Woodward 5-7030—Code 335 Central 5068 
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BEBELL & BEBELL direct- 
type color reproduction 
technique bypasses the te- 
dious and expensively slow 
separation process used 
for all dye transfer prints. 

DIRECT-TYPE, inexpen- 
sive Rocket® prints will 
duplicate your layouts, 
presentations, transparen- 
cies, or any 3-dimensional 
object, as fast or even 
faster than an artist’s ren- 
dering. (Blue-Ribbon Pre- 
mium Service delivers in 
6 hours when necessary. ) 
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30 years 
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GLOSSY PRINTS 


IM 65.00 - 500 37.50 
100 8.50 


eres 
aad frice list 


MAJOR 
PHOTO CO. 
1210 N. CLARK ST. 
CHICAGO 10, ILL. 


Michigan 2-5651 
Om tegucsl 
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Phone for a representative or write us for case histories and price lists 
of the BeBeLL & BEBELL COLOR DUPLICATING SERVICES: display & exhibit 
transparencies up to 40” x 60” « all sizes of projection slides « film strips 
« duplicate stereo pairs « reproduction transparencies « Rocket® prints 
up to 40” x 50” « dye transfer prints. BEBELL & BEBELL SPECIAL- PURPOSE 
SeRvIcES: framed & back-lighted shadow boxes + automatic advertis- 
ing projectors « educational and training projectors « the creation and 
complete production of audio-visual instructional and selling campaigns. 


bebell ea bebell 


COLOR LABORATORIES 
108 West 24th Street - New York 11 
WAtkins 4-8573 


SBOHOHHOHSSSHHSHSHHHHSHSSHSSHSSSOS 


PP OOD SPS OOl OG OOVSBOSD SO OVOP OOSOSBO 


EXTRA! 


tough deadlines caught by full-color 
photo-copies up to 40” x 50” 


direct from art without separations 


Transparencies and slides 
made by a similar color 
technique offer, in addition 
to speed and service, great- 
er color clarity by permit- 
ting finer control of a wider 
density range for use in any 
individually designed condi- 
tion of projection or display. 

AND EACH of your trans- 
parencies and prints are in- 
dividually color balanced for 
quality control by BEBELL 
& BEBELL, with consistent 
color match and contrast 
control in any quantity. 


SHODOHDSHHSSSSHOHHHSHSHHHHHHHHSSHHHHHH VHS HSHHSH DOD 


<2 
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C&é PLASTIC INVENTION 
Re LIL CIT TIN L TA EA 


What a magic give-away or premium. Pull plas- 
tic Talk-A-Tape thru box and it actually 
t-a-l-k-s! Brand names and special phrases built 
around YOUR PRODUCT! Or, choose from 
over a dozen stock sayings. Costs only a nickel 
in moderate quantities. IT’S AMAZING! IT’S 
NEW! Write nearest office today for free sample 
and low cost data. 


THE TALKING TAPE COMPANY 
MAIN OFFICE: 905 Bradmar Bidg., 1651 Market 
Street, San Francisco 3, California 


EASTERN DIVISION: 9905 Newsweek Bidg., Times 
Square, New York 36, New York 
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the Tangee job done by Bebell & Be- 
bell was being used by salesmen 
while the package itself was still in 
production. The stats were made 
from the original dummy powder 
box. 


>If a client wants to know what a 
proposed package might look like, 
he can go into color stats of it. Len- 
nen & Newell (New York) did this 
for Chix Cheesecloth, a product of 


Chicopee Mills (New York). A 
dozen 8x10s were made, direct prints 
of the folded gray, yellow and white 
carton. 

Bebell & Bebell, whose color stats 
go under the trade name of Rocket 
Color Prints, recently found a sheet 
manufacturer interested in showing 
what its products would look like. 
The Utica Mohawk Div., J. P. Stevens 
Co., put 100 stats in the hands of its 
salesmen. Half showed three pack- 
ages of white and pastel muslin 
sheets. The other half showed six 
packages of white and pastel percale 
sheets. 

Still another use is in the indus- 
trial field among architects, cartog- 
raphers, power plant manufacturers. 
Foster Wheeler Corp. (New York) 
regularly uses 30x40” color stats. 
Showing cross-section diagrams of 
steam generators, they give the com- 
pany an idea of what they look like, 
without tying up the original ma- 
terial. The company manufactures 
nuclear power plant equipment. 


>One claim is that the direct ex- 
posure of the object onto the print 
material lessens the loss of detail 
and color, as sometimes experienced 
when first making a transparency 
from which an enlarged print would 
then have to be made. This method 
eliminates the intermediate step of 
first photographing color layouts, 
sketches or package designs onto 
transparency material, from which 
they would then have to be copied 
to produce color prints. This elimina- 
tion also cuts costs. 

G. E. Keeney, originator of the 
color photocopy process known as 
Chromostat, made a statement last 
March which explains somewhat the 
limitations of color stats. 

“Although the Chromostat process 
will give you fast copies of color 
pictures of Marilyn Monroe,” he said, 
“it would not be adaptable to taking 





color photographs of her in person.” 


> By the same token, color stats are 
an approximation of colors. In many 
cases, it’s difficult to get pure whites, 
but improvements being made daily 
are producing better results. Most of 
the work in color photocopy has been 
made by the suppliers of the service, 
under the prodding of advertising 
agencies which, naturally, look for 
dye transfer quality. 

Mr. Keeney, president of Rapid 
Colorprint Service (Glendale, 
Calif.), told the Southern California 
Assn. of Blue Printers in Santa 
Barbara, “When color photocopy first 
appeared on the scene in 1949, its 
principal users were architects—they 
still are, as a matter of fact—who 
used direct color prints such as 
Chromostat to display copies of their 
renderings to potential customers. 
Now every facet of industry is using 
the color stat .. . advertising agen- 
cies, manufacturing concerns, air- 
craft companies . . . you name ’em, 
they use it.” 

He added that one of the greatest 
potential users of color stats is the 
advertising agency, for multiple ad 
layouts, bids from printers on color 
printing, saving expensive artwork, 
sending ideas or layouts in color to 
many agency branches in various 
parts of the country to take ad- 
vantage of the brains in other lo- 
cations. 

“Another thing you might bear in 
mind about agencies,” Mr. Keeney 
says, “is that their art directors are 
great for swapping ideas and picking 
up ideas from competitors—like the 
high key photography now in vogue— 
so when you do sell an art director 
on using color photocopy in _ his 
work, don’t be afraid to tell the guy 
down the hall about it.” 
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Salesmen’s Portfolios . . . Crown Luggage 
used color stats made from flat art like 
this for its salesmen’s portfolios. Mervin & 
Jessie Levine is the ad agency. 








Photographer: Zoltan Farkas, New York 


REPRODUCE MORE ACCURATELY 


The easiest way to phantom backgrounds 
to a definite value. Five values of flat 
smooth WHITES to choose from. Simply 
attach the Bourges Overlay and remove 
the unwanted coating. 


You can also get GRAYS in the same type 
of overlays. They come in five values of 
smooth, transparent tones that you can use 
to add backgrounds and deepen tonal copy. 


SPECIFY BOURGES overlays for phantom effects 


BOURGES COLOR CORP. 80 fifth ave., new york 11], n.y. 
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ILLUSTRATION BOARD 


is the secret formula for .. . 


Crisp, \pal Cagoy! 


orty, Or ke 


1240 N. Homan Avenve Chicago, fil. 
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Quantity Photos 


Mit 


8x10 Prints 


: 
Only a 4 Fa 


IN LOTS OF 100 


Commercial 
Photography 


PRODUCT 
ADVERTISING 
INTERIORS 
EXTERIORS 
INDUSTRIAL 


LaLa b 8 
COMMERCIAL 


BUFFALO 


PHOTO COMPANY 


152 W. Huron Street * Chicago 10, Illinois 
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new E-Z CELL 


PREPARED 
ACETATE 


TAKES PAINT LIKE PAPER ... No 
special tricks, ingredients or preparation .. . 
ALL MEDIUMS: ordinary inks, water- 
colors, poster colors, dyes, retouch and air- 
brush greys . . . ALL TOOLS: airbrush, 
speedball pens, fine pens, ruling pens, 
BRUSH (even wash and 
dry-brush techniques 
may be used) . . . Col- 
ors hold clean and sharp, 
will not bleed, crawl, 
peel, or chip. You can 
even frisket over it with- 
out picking up the color 
. Folding, creasing 
and rubbing will not 
affect colors. Water will 
easily remove colors for 
corrections and changes 
i . Ideal for mechani- 
20 x 24 E cals, overlays and sepa- 
Ee 

12 and 25 sheets : . 


jobs etc. 
PADDED FREE 
SEND YOUR ORDERS TO — 


H. | Herbert Co 


ART MATERIALS 
10-63 Jackson Ave., L.I.C. 1, N.Y. 
RAvenewoed 9- 7306 
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Git Christian Brothers , 
wince 


How It Would Look . . . For placing dis- 
plays like this one for Christian Bros. 
wines, color stats demonstrate just how a 
display would look in the store or bar. 


> Standard Studios (Chicago), which 
has a Chromostat franchise, is one of 
two Chicago houses offering color 
stats. The other is Kolorstat Studios, 
a division of Reliable Photocopy 
Service. Prices in Chicago are some- 
what lower, $6 for an 8x10” stat, 
compared to $10 in New York. 

In the Midwest and West, color 
stat users have ranged from the 
U. S. Air Force for proposal and re- 
port enclosures of new military 
models, cross sections, detail designs, 
engine designs, modifications ex- 
pressed in color, plant layouts and 
statistical charts of company progress 
in color distributed by aircraft com- 
panies to various departments and 
individuals . . . CBS-TV, which is 
developing a special print that can 
be used for the presentation of news 
photos in color early this year 
General Petroleum Co. (Los Ange- 
les), whose John E. Asher has rec- 
ommended them to members of the 
Oil Maps Assn. 

AR, in looking over the field, found 
that the direct sources of supply in- 
clude Authenticolor (Colorstat), Be- 
bell & Bebell (Rocket), Bernard A. 
Einson (Einsoncolor), Ralph Marks 
Color Labs (Colorstat)—all in New 
York; Standard Studios (Chromo- 
stat) and Reliable Photocopy Serv- 
ice (Kolorstat)—both in Chicago, and 
Rapid Colorprint Service (Chromo- 
stat) in Glendale, Cal. The use of 
Colorstat as a trademark by Authen- 
ticolor is subject to an interference 
action by Ralph Marks, who claims 
it originally was registered as his 
trademark in the U. S. Patent Of- 
fice. 

In addition to the direct sources, 
there are many other firms offering 
color stats through arrangements 
with the actual producers. 





PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


? 


ESTABUSHED 688 
PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street New York 7, N.Y. 


will provide you with a record of your 
results from promotions and releases. 
For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 
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FREE CATALOG! 


NOW AVAILABLE! 


The most complete catalog of its kind ever 
published! ARTISTS’ SUPPLIES, SILK 
SCREEN AND SIGN SUPPLIES—THOU- 
SANDS OF ITEMS LISTED! Request must 
be on your company letterhead. Dept. 3-AR. 


THE OHIO ART MATERIALS CO. 


2174 E. 9th St Cleveland 15, Ohio 
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Save 40 minutes a day 
specifying type.... 


Transparent overlay alphabets—389 of them—enable 
you to save 40 minutes daily, or more. Exclusive in 
this new 8th edition, useful and practical TYPE BOOK. 
Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose aclean reverse type in six seconds, with the help 
of this page. Also locate any type in this WORLD'S 
HANDIEST TYPE BOOK 8th edition. 
Send postal for free information 


F. H. Bartz, 112 W. Kinzie St., Chica 
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for the particular artist = 7h 

SEND FOR CATALOG ‘>a: Pe 
Number 52 ~~) 

910 WEST VAN BUREN STREET, CHICAGO 7, ILLINOIS 
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HARRY VOLK'S NEW JUNIOR 


CLIP BOOKS F 


America’s top ready- to-use art service. 
Just clip and paste. Write for sample 
issue FREE! No obligation 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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440 Advertising Managers 
requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS Acid Response 





Additional Details 
on Color Stats 


Additional details on color stats are 
available from a number of producers. 
To get this information from any of the 
suppliers, circle the numbers on the 
Reader's Service card (inside the back 
cover of this issue) corresponding to the 
numbers preceding the companies listed 
below. 

101 Authenticolor Inc. (Colorstat), New 
York. 

102 Bebell & Bebell Color Laboratories 
(Rocket), New York. 

103 Bernard A. Einson (Einsoncolor), 
New York. 

104 Ralph Marks Color Labs (Colorstat), 
New York. 

105 Standard Studios (Chromostat), Chi- 
cago. 

106 Rapid Colorprint Service (Chromo- 
stat), Glendale, Cal. 

107 Reliable Photocopy Service (Kolor- 


stat), Chicago. 


>From all indications the color stat 
field is just beginning to come into 
its own. In his Santa Barbara speech, 
Mr. Keeney reported, “To keep pace 
with the requirements of modern in- 
dustry, the men in the color repro- 
duction industry have found it nec- 


essary to engineer their own special 
purpose equipment. As new copy 
processes and material improve- 
ments came along with bewildering 
rapidity, our equipment required al- 
most constant modification in order 
that we keep pace with these 
changes. The lack of, or rather the 
complete absence of any standards, 
required practically full time re- 
search which could apply the advan- 
tages of improved equipment for 
more efficient production.” 

In the future there are bound to 
be further advancements of this 
growing medium for color reproduc- 
tion. Just how fast they will come or 
how radical they will be is hard to 
predict. But one thing is certain; 
more and more advertisers and their 
agencies will add color stats to their 
list of essential advertising require- 
ments. 44 


Ohio Art Catalog Is 
Complete, Readable 


Whatever you need in artists’ ma- 
terials, silk screen and sign supplies, 
chances are good you'll find the item 
listed in the new catalog recently 
completed by Ohio Art Materials Co. 
(Cleveland). 

The 812x11”, wire loop bound, 176- 
page catalog is divided into three 
sections—brushes, artists’ supplies 


and silk screen and sign supplies— 
and is generously indexed. 

In addition to the general index, 
the brush section of the catalog is 
further indexed to include water 
color, Craftint, oils, brights, filberts, 
lettering quills, show card, one 
stroke, liners and fitches, posters and 
mottlers, stripers and liners, stencil 
and stipple, paste and touch-up, 
gilders tips, duster mops and drafts- 
men’s dusters, making it a simple 
matter to turn quickly to the kind 
of brush desired. 

Designed for the artist, sign writer, 
silk screen processor, hobbyist and 
photographer, the new “Ohio Art” 
catalog can be a valuable adjunct 
to any advertising department. 

For a copy, write on your letter- 
head to Ohio Art Materials Co., 2174 
E. 9th St., Cleveland 15. 44 


Announce 2nd Graphic 
Arts Tour of Europe 


For the second year, American 
Artist magazine will sponsor a spe- 
cial “Graphic Arts of Europe” tour. 
This tour is designed for art direc- 
tors, commercial artists, designers, 
graphic artists or anyone interested 
in fine printing. 

It will be conducted by Gene Et- 
tenberg, former vice-president and 


YOURS for the asking! 


JUST OFF THE PRESS—THE ONLY COMPLETE 


GUIDE TO ALL PHOTOGRAPHIC COLOR SERVICES 


4 technical information 


4 prices 
<4 uses 


HOW COLOR PHOTOGRAPHIC 


REPRODUCTIONS CAN BE USED FOR 
SALESMEN’‘S SAMPLES, DISPLAYS, ETC 


IDEAL “WORKING TOOL’’ FOR: 


ART DIRECTORS 
ADVERTISING MANAGERS 
SALES MANAGERS 


Call or write now for your 
free color handbook 


Authenticolor :... 


America’s leading professional color laboratory 
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DISPLAY MANAGERS 
PROMOTION MANAGERS 
PRODUCTION MANAGERS 


270 PARK AVENUE, NEW YORK, N.Y. + MUrray Hill 8-4260 


March 1955 * ar « 39 





THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


A seasoned merchandising & mon — 
he was quick to see } the terrific tie-in 
potential of ADVERMATS*<@@r He offered 
it os a bonus to dealers and they 
went completely + overboard on the 
idea and sent his thee sales figures 
soaring 

This success story Ga has been 
emulated over and over again by some 
of the nations top organizations. 


(Names upon request 


“40> ADVERMAT 


incorporating your own advertising copy. 


Write < today for complete details. 


*ADVERMATS are long life rubber 
mats with your product name and 
selling phrase die-cut and inlaid 
right through the entire depth of 
mat Used as a point-of-pur- 
chase display in many sales loca- 
tions in the store and store entrances 


PERFO MAT ‘ RUBBER CO., INC. | 
461C Fourth Ave. * N.Y. 16, NY. 
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Let us send you a FREE 





COLOR PRINTS 


From Your Color Films 
Satisfaction or your money back 
Fast service—high quality. 
KODACHROME 
ANSCO COLOR 
EKTACHROME 


4x5 $ x 1 

50c 
ae. prints, 32¢ each 
DUPLICATE 35 mm slides, 25c 
FILM PROCESSING: Ansco-Ektachrome 
120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 


Dept. R-35: Box 3521, Georgetown Sta., Washington 7, D. C, 


Minimum order $1 
No COD's, please 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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“Did You Say 21,0002” 


That's right!—AR’s 21,000 

readers include key executives 

in all recognized agencies and all 

listed advertisers with an ad budget of 

over $25,000. Solicit a bigger share of 
this $3 billion market with your sales message in 


ADVERTISING REQUIREMENTS 
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x 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 
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MURRAY HILL 77-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 


plus other essential services for 
reproducing and projecting color. 
10 east 46th st, 
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new york 17, n. y. 


director of the American Institute of 
Graphic Arts. The tour group will 
have a first-hand opportunity to 
visit famous type and printing 
houses, paper mills, design work- 
shops and the graphic art collections 
in Europe. 

This tour will leave New York 
June 11 via Trans-World Airlines 
and will spend 23 days in Great 
Britain, Holland, Belgium, Germany, 
Switzerland, Italy and France. Com- 
plete cost is $1,346, which includes 
transportation, hotels, food and all 
other fees including tips. 

American Artist also will sponsor 
a “Grand Art Tour of Europe.” This 
tour visits many of the famous art 
and architectural highlights of Eu- 
rope. It will leave June 29, and the 
group will cover some 53 cities in 
Italy, Germany, Belgium, Holland, 
Great Britain, France and Spain. 
Complete cost via tourist class is 
$1,669. 

Brochures describing both of the 
tours are available. 


For your copy circle No. 108 on the 
Reader's Service Card inside back cover 


Du Pont Introduces 


Stronger Film Base 


A new photographic safety film 
base has been developed by E. I. du 
Pont de Nemours & Co. (Wilmington, 
Del.). Named “Cronar,” the new 
film, according to the company, has 
greater dimensional stability while 
maintaining maximum flame resist- 
ance, plus greater toughness. 

These improved qualities make 
“Cronar” especially suited as a base 
for motion pictures, graphic arts 
films and microfilm. In addition, Du 
Pont believes that the base has better 
storage and aging characteristics than 
the conventional film base. 

In Du Pont-conducted tests of 
folding endurance, “Cronar” polyes- 
ter base withstood an average of 
17,000 flexings, while conventional 
safety film broke after 24 flexings. 
Motion picture film on “Cronar” base 
showed virtually no signs of perfora- 
tion damage after 3,900 runs through 
the projector, whereas perforations 
on the standard film base wore out 
after 1,400 projections. 

According to Du Pont, “Cronar’s” 
greater toughness permits the thick- 
ness of motion picture film to be re- 
duced from the standard 5.5 mils to 4 
mils, making the new base less bulky. 
This feature will reduce shipping 
weight and storage volume. The com- 
pany pointed out as an example that a 
reel which holds 2,000’ of ordinary 
35mm motion picture film will ac- 
commodate 2,700’ of film on the 
“Cronar” base, with the weight of 
each being approximately the same. 

44 





LABELING & PACKAGING 
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The year’s best in 
“Package Design, 


A package designed for photo- 
graphic flashbulbs won the coveted 
Irwin D. Wolf Award for the most 
outstanding package in the 1954 
packaging competition sponsored by 
the Package Designers Council. Re- 
sults of the 1954 competition, which 
attracted close to 3,000 entries, were 
announced February 9 at a recep- 
tion at Hotel Plaza (New York). 

The Irwin D. Wolf Award winner, 
the Sylvania Bantam 8 Plastic Gift 
Pak, also captured the award for 
the best package in the gift package 
category. The package, designed by 
Willard E. Lustenader of the Hoyt- 
Case Corp. (Rochester, N.Y.), con- 
tains 12 Bantam 8 flashbulbs. 


Produced for Sylvania Electric 
Products Inc., the sleeve of the cylin- 
drical package is transparent to pro- 
vide an actual close-up inspection of 
the contents. A unique feature is a 
flash guide incorporated in the cover 
of the container. 


>Color scheme of the package is 
yellow, black and white. Printing, 
die-cutting and assembling of the 
paper portions of the Gift Pak was 
done by Case-Hoyt Corp. The plas- 
tic cylinder was made of Eastman 
Kodapak plastic. 

Sylvania’s aim in creating this 
Gift Pak was to offer a package of 
flashbulbs attractive enough to be 


used as a gift item on occasions such 
as Christmas and birthdays. The 
Gift Pak offers an attractive photo- 
graphic item priced at less than $2 


> Winners in PDC’s annual competi- 
tion were selected by a judging board 
headed by Irwin D. Wolf, vice-presi- 
dent of Kaufman’s Department Store 
(Pittsburgh). Serving with Mr. Wolf 
were E. B. Weiss, well-known mer- 
chandising consultant and author; 
Bernice FitzGibbon, president of 
FitzGibbon Inc.; William 
Golden, creative director, advertis- 
ing and sales promotion, CBS-Tele- 
vision; Raymond Ballinger, director 


Bernice 


continued on page 44 
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Best Coordinated Packaging Program .. . Raymond Loewy As- 
sociates received PDC’s 1954 award for the best coordinated 
packaging program. Developed for the Ansul Chemical Co. 
(Marinette, Wis.), the complete design program involved: 


@ Product design, including two new fire extinguishers and 
four existing models. 


@ Packaging and identification, with a particularly outstand- 
ing trademark. 


A striking double dot ‘’a’’ trademark was used as the basic 


Best New Product Package . . . Colgate-Palmolive Co.’s new 
detergent, AD, was singled out by the judges as the best pack- 
age for a new product. Here the product name was utilized as 
the principal image or design motif for the brilliant red package. 
The giant ‘‘A”’ and ‘’D”’ interlock and dominate the face and the 
rear side of the package as well as the top panel. On the face, 
a bold, curving blue arrow carries the eye from the product name 
to the sales story which is capsuled on a panel at the right side 
of the base. Panels on the two sides feature instructions for 
using and the product performance story. The objective of the 
designer was to create a package with high visibility and ex- 
ceptional retential values. 

Designed by William A. Troy of Co!gate-Palmolive, the car- 
tons were supplied by National Folding Box Co. 


42 ¢ ar * March 1955 


of the complete graphics program which covers packaging, sta- 
tionery, forms, promotion and advertising. Ansul’s trim blue, 
white and black packages, the judges pointed out, are examples 
of how modern packaging techniques can serve to crystallize 
and increase brand prestige for industrial products. The photo- 
graphs above give a good indication of how completely Ansul 
integrated its design program—everything from packages and 
signs to company planes, tank cars and vehicles. 

The containers were produced by Green Bay Box Co. (Green 
Bay, Wis.) and Hammersmith G Kartmeyer (Milwaukee) . 
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Foods .. . A new can container for soft drink products of Golden 
Age Beverage Co. (Akron, O.) walked off with the PDC award 
for best package in the food category. With the change from 
bottles to cans, the company decided to abandon entirely the 
design motifs long associated with the original bottle containers. 
The new design logotype and elongated diamond motif pattern 
was also used on all forms of display material. Each soft drink 
was further identified by a package color symbolic of its flavor. 
The same relationship of flavor and package was carried out on 
the master cartons for 24 cans. 

The new Golden Age packaging was designed by Smith & 
Scheer (Akron). Cans were supplied by American Can & Con- 


tainer Co. and cartons by Gaylord Container Co. and F. J. Kress 
Box Co. 





Cosmetics . . . Elmo Cosmetics was singled out for first award 


in the cosmetics category. Replacing conservative light orange 
and maroon containers were these strikingly modern, colorful 
packages. An all-over pattern of horizontal, gayly colored rib- 
bons was utilized as a design motif. The packages are cylindrical 
in shape and were made to accommodate square inner containers 
as well as cylindrical ones. Thus, through shape and color of the 
packaging, particularly strong family identity was achieved for 
the cosmetic ensemble. The bright festive design, incidentally, 
suggested the name, ‘’So Gay,”’ for the line. 

The packaging was created for Elmo Inc. by William Green- 
field (Philadelphia). Cartons of paperboard were supplied by 
F. N. Burt Co. (Buffalo, N. Y.). 
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Toys .. . The ‘Giant House of Cards’’ package won PDC’s award 
for the best entry in the toy category. Both the carton and 
deck of novel play cards were created for Tigrett Enterprises 
(Jackson, Tenn.) by Charles Eames, Venice, Cal. The unusual 
toy consists of 20 large cards, each with a colorful and intriguing 
design. The cards are ingeniously slotted so they may be joined 
together. With a deck of these cards a child may construct a 
wide variety of objects. The sturdy paperboard container is ex- 
tremely simple inasmuch as the design consists of the product 
name arranged on background panels of geometric figures 

The boxes and play units were produced for Tigrett Enter- 
prises by Morris Paper Mills (Morris, Ill.). 


Textile & Soft Goods . . . McGregor Sportswear Co.'s Piccolino 
swim trunks and knit shirts took first honors in the textile and 
soft goods classification. Designed primarily for self-service sell- 
ing and to inspire impulse sales, the Piccolino packages are 
compact and permit the customer to inspect the merchandise 
without opening the container. Cylindrical in shape, the pack- 
ages feature a carrying cord loop in the top panel. Both the 
swim trunks and the shirts were presented in eye-catching 
counter merchandisers. 

Mel Gussow Associates designed the packages and merchan- 
dising units. The merchandisers and containers were supplied by 
Salzer Display Co. and the Miro Container Co. 


Pee 


Drugs .. . New packages for its Band-Aid line won for Johnson 
& Johnson PDC’s award for the best packaging in the drug cate- 
gory. The objectives in the redesign were to create better size 
impression at the point of sale and to create stronger family 
unity in the diversified line. The Band-Aid logotype was ele- 
vated to the highest point possible on the package face. The 
required addresses were lowered and type and color changed to 
avoid spottiness and distraction from the company logotype 
Can and carton top panel areas were designed to provide maxi- 
mum display area and provide for marking procedures of drug 
and supermarket outlets. The back panels of the packages were 
designed to display vertically for increased impact 

The new packages were designed by Nowland & Schlader- 
mundt in cooperation with Johnson & Johnson. Metal containers 
were supplied by American Can Co.; paperboard cartons by | 
L. Clark Co. 
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Liquor By practically unanimous vote, 
the board of judges selected this hand- 
some glass decanter for Old Forester 
Bourbon as the outstanding entry in the 
liquor category. Functionally, the de- 
canter is a sturdy container with a low 
center of gravity and it is easy to grasp 
with either dry or wet hands. The cork 
is easily removed, encased as it is in a 


Best Redesigned Package . The rede- 
signed container for Sears, Roebuck & 
Co.'s Cross Country Rose was chosen as 
the finest example of a redesigned pack- 
age in the PDC competition. The rose 
bushes were formerly packaged in a paper 
bag which protected only the roots of 
the bush (extreme left). Not only was 
the original package awkward to carry, 
but it also left the upper branches ex- 
posed to damage. The new carton com- 
pletely encases the entire rose bush. It 
also has a handle incorporated in the 
closure to provide greater convenience in 
handling. Colorful and smartly designed, 
the new carton also functions as an ef- 
ficient sales medium for the product. 
Credit for the merchandising idea, 
copy, colors and design goes to C. W. 
Harper of Sears. Construction of the new 


stopper of vacuum - plated polystyrene 
constructed so that it widens against the 
fingers as they pull. 

Because the decanter was intended to 
have a future as a decorative item, all 
code numters were pressed into the base 
surface so the visible surfaces would be 
unmarred. Even the label, in rich brown 
embossed gold foil, is applied on the 
surface withcut any special delineation— 
the usual practice. Since the bottle is 
corked, there are no unsightly screw 
threads at the top of the decanter and 
the stopper bears no legend. 

The gift carton is a simple white fold- 
ing box. The name in smart logotype and 
a large star-like pattern provide the dec- 
orative motif. Two side panels feature an 
illustration of the decanter. 

Raymond Loewy Associates designed 
the decanter and carton. The glass de- 
canter and closure were supplied by 
Owens-Illinois Glass Co.; the label by 
Foilkraft Printing Corp.; the carton by 
Niagara Lithograph Co 





package was designed by W. A. Ringler 
of Gardner Board G Carton Co., which 
produced the new cartons. 








Hardware... A highly practical package 
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submitted by Whiting-Adams Co. Inc. 
won the 1954 PDC award in the hardware 
category. Called the ‘’Tac-It-Tite’’ en- 
velope, it is an inverted paper container 
which slips down over the bristles of paint 
brushes and is closely sealed at the brush 
handle’s base. For design, vertical wavy 
lines simulate the bristles of a brush and 
the Whiting-Adams trademark distin- 
guishes the upper portion of the package. 
A panel at the base boldly presents the 
maker’s name and slogan. The width of 
the brush contained in the envelope is 
also prominently displayed on this panel. 
The Tac-It-Tite envelope was devel- 
oped by L. E. Foulkrod, Whiting-Adams 
vice-president in charge of sales, in co- 
operation with the U. S. Envelope Co. 


. .. continued from page 41 
of advertising design, Philadelphia 
Museum School of Art. 

Package designers on the board 
of judges included Egmont Arens, 
fellow in the Society of Industrial 
Designers; Robert Gruen, president 
of Industrial Designers Institute; Jim 
Nash, past president of PCD and a 
member of Industrial Designers In- 
stitute, and Alan Berni, chairman 
of PDC’s awards committee. 

The award winning packages and 
other selected entries in the PDC 
competition will be displayed at the 
American Management Assn.’s pack- 
aging exposition in Chicago. 


>In addition to the top winners 
shown on these pages, special awards 
were presented to outstanding pack- 
ages in PDC’s international com- 
petition. Top award was presented 
to Heinrich Arthur Hoesch, manu- 
facturer of stationery sold under the 
brand name, “Bentz-Papier.” Prod- 
uct and cartons were produced in 
Kreuzau Uber Duren, Germany. 

Runner-up in the _ international 
competition was Lindt & Sprungi, 
chocolate manufacturer of Zurich, 
Switzerland. The Swiss company’s 
entry was the “Lindt Taster” sam- 
pler-type package. Dischler Karton- 
nagen produced the cartons for the 
confections. 

Also receiving honorable mention 
was the Institu de L’Emballage et du 
Conditonnement of Paris. The entry 
was the LU Cookies 
packages. 

Participation by foreign designers 
and manufacturers in the interna- 
tional competition was expedited by 
the cooperation and interest of the 
U. S. Department of Commerce. 44 


family of 





International Award . . . PDC’s interna- 
tional award was won by this family of 
packages for the Bentz-Papier stationery 
line of Heinrich Arthur Hoesch of Ger- 
many. Some of the paperboard packages 
are complete writing cases with ingeni- 
ously constructed pockets. One is covered 
in a linen-type fabric and features desk- 
like drawers and compartments 





Vacuum Forming Described 


In Company Publication 


The Marblette Corp. (Long Island 
City, N. Y.) has compiled case his- 
tories and technical information on 
vacuum forming into a four-page 
special issue of its quarterly news 
bulletin, “The Marblette Mirror,” 
and is making copies available to in- 
terested persons. 

Illustrated production stories de- 
scribe step-by-step the forming of 
preprinted thermoplastic sheets with 
emphasis on the use of cast phenolic 
forming dies. 

Another article provides a dia- 
grammatical explanation of how vac- 
uum and drape forming are used to 
produce three-dimensional displays 
and signs, packages, toys, novelties, 
reflectors, refrigerator and appliance 
parts, etc. 


For your copy circle No. 109 on the 
Reader's Service Card inside back cover 


Rossotti Corp. Offers 
Monthly News Letter 


Its monthly newsletter, “Self Serv- 
ice Merchandiser,’ is being made 
available to interested persons by 
Rossotti Lithograph Corp. (North 
Bergen, N. J.) 

The newsletter is two pages, 8l2x- 
14”, and includes timely tips on all 
forms of self service merchandising. 
Recent issues, for example, have in- 
cluded tips on such topics as the use 
of color in selling to women, adver- 
tising art applied to packaging, the 
use of modern cartons to increase 
sales, package design, can labels, etc. 

The information is clearly pre- 
sented in readable fashion and in- 
cludes results of surveys, case his- 
tories etc. Rossotti will place inter- 
ested persons on its mailing list. 


For your copy circle No. 110 on the 
Reader’s Service Card inside back cover. 


Anken Chemical Develops 


Photo-Sensitive Aluminum 

The world’s first direct positive 
photo-sensitized aluminum, accord- 
ing to the company, has been de- 
veloped and is now in production 
at Anken Chemical & Film Corp. 
(Newton, N. J.). Meta-Positive, as 
the new product is named, can be 
worked from either positive or nega- 
tive, and it is not necessary to use 
a darkroom in any stage of the 
processing. 

The company says that the prod- 
uct should provide a new low cost, 
flexible medium with many applica- 
tions, including labels, tags, tem- 
plates, instrument panels and gauges. 

Samples and additional details on 
the new product are available. 


For your copy circle No. 111 on the 
Reader's Service Card inside back cover 


Kit of Industrial Labels 
Offered by Hollander Co. 


A sample kit which illustrates the 
great variety of uses for labels by 
industry has been prepared by Allen 
Hollander Co. (New York City). 

The kit includes a dozen general 
types of labels for many different 
uses in merchandising, advertising, 
identification, delivery and selling. 
Included among the types are pres- 
sure-sensitive labels, heat-seal labels 
and tapes and unusual types of 
labels like courtesy and collection 
labels, spot-carbon labels and foil 
embossed labels for luxury adver- 
tising and packages. 


For your copy circle No. 112 on the 
Reader’s Service Card inside back cover. 


Rigid Foil Containers 


Now Produced in Color 

Holiday red or green striped pat- 
terns are now available in rigid alu- 
minum foil containers, Ekco Prod- 
ucts Co. (Chicago) has announced. 
The new color patterns are espe- 
cially suited for packaging baked 
goods, frozen foods, dairy products, 
confections and other food items, or 
for special holiday packaging. 

The colors are applied by aniline 
dye process to the outer surfaces of 
the container. Sizes include a 634” 
diameter round tubed pan; 634” di- 
ameter round pan; 34x44” rec- 
tangular pan, and 3%x7%” oblong 
pan. The containers, all with rolled 
edges, are shipped in 250-piece cases 
in either green or red. 44 


Packaging Conference 
Set for April 18-21 


Some 375 exhibitors are expected 
to occupy approximately 140,000 sq. 
ft. of floor space when the 24th Na- 
tional Packaging Exposition opens 
in Chicago April 18-21, according to 
the American Management Assn., 
sponsor of the event. 

The exposition, assembled to show 
latest developments in packaging 
equipment, materials and services, 
will include items ranging from ad- 
hesives to wrapping machines and 
from cellophane to materials hand- 
ling equipment. 

The exposition will be held in the 
street-level Exposition Hall of the 
International Amphitheater. In- 
cluded as part of the exposition will 
be the AMA Packaging Conference, 
which will discuss such topics as 
standardization, instrumentation, 
quality control and the correlation 
of design in product and package. 
The conference will be held at the 
Palmer House, with more than 1,500 
packaging executives and_ techni- 
cians expected to attend. 44 








Veritone Company 
2701 LEHMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 
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AR readers are 
already buyers 
from 

AR advertisers! 


They told us so! 


Ask your AR representative 


to give you all the details! 
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When you deal with Monsen, you are assigned 
a personal Account Service man who knows 
typography and quickly learns your needs. 
His job is to give you whatever help you require in planning and 
in the shop. He gets your job going right, first time, and 
keeps it on schedule. A large staff of top craftsmen cast, set, 
proofread and pull the final proofs of your work with the finest 
equipment available . . . to give you the kind of typography you want, 
at the time you want it, day or night, no matter where you are. 
And no one is more than a few air mail hours from a 


Monsen plant. Monsen pays all postage, coming and going. 


Write today for our 
Typographic Handibook 
and Monsen Mail Service Kit 


: Chicago 11 
Just send a card ie «s A oOo ri sen y 


22 East Illinois Street 


Los Angeles 15 


928 Figueroa Street 


Washington 1 
509 F Street, N.W. 
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LAYOUT & TYPOGRAPHY 


INTEGRATED DESIGN 


Noreen has developed one of the nation’s outstanding integrated design programs, 
with its teardrop trademark used as the key identification element on 
everything from printed material and all advertising to the product itself. 


By Bradley Lane 
President 
Bradley Lane Advertising Agency 


Denver 


The idea for Noreen’s distinctive 
design integration program was born 
four years ago in the famous ski and 
cultural center, the tiny town of 
Aspen, Colo., high in the Rockies. 

Subsequently, it was developed 
through the combined efforts of for- 
ward-looking Harry L. Baum Jr., 
president of Noreen Inc.; the noted 
artist-designer, Herbert Bayer, act- 
ing as consulting coordinator; and 
the Bradley Lane Advertising 
Agency of Denver. 

The inspiration that eventually 
revolutionized the entire Noreen 
promotional program came out of 
the unique first Design and Manage- 
ment Conference of the Aspen In- 
stitute of Humanistic Studies held 
in June, 1950. 


>Mr. Baum, attending the confer- 
ence by chance to hear a friend’s 
address, learned from other business 
men there that design paid off. Fol- 
lowing the conference, he asked Her- 
bert Bayer, Bauhaus-trained typog- 
rapher, architect, painter and art di- 
rector, to work on a design program 
for Noreen. 

Mr. Bayer, consultant on Con- 
tainer Corp.’s design, display and ad- 
vertising since 1946, and an authority 
on visual communication, went to 
work on a design integration pro- 
gram that would reach into every 


aspect of Noreen’s organization and 
beyond to the public. 

It was the first time, as far as is 
known, that a program of such scope 
had ever been initiated in the cos- 
metic field. 


> Noreen color rinse first appeared 
on the market in 1938, selling only 
to beauty shops, with a promotion 
program geared solely to the beauty 
shop field. 

The hair color rinse ads were con- 
fined largely to half-page ads in 
beauty shop trade journals. These 
ads were primarily factual rather 
than glamorous. The only other pro- 
motional material used was direct 
mail and point of sale displays in 
the beauty salons. 

In 1946, Noreen entered the retail 
field, and on store counters through- 
out the country, the Noreen package 
was competing with well known and 
long established hair coloring prod- 
ucts. 


>Initial advertising, to introduce 
Noreen to the buying public, went 
into movie and romance magazines 
because women’s service and fashion 
magazines refused to accept hair 
coloring advertising at that time. 

After proving the product to be 
safe through endless research and 
tests, it was awarded the Good 
Housekeeping seal and accepted for 
advertising in the American Medical 
Assn. publications. 

It wasn’t long before other national 
magazines accepted Noreen advertis- 


ing, and they began using many of 
the country’s leading magazines such 
as Good Housekeeping, Woman’s 
Home Companion, Ladies’ Home 
Journal, McCall’s, Charm, Glamour, 
Vogue and Harper’s Bazaar. 


>In his original design analysis for 
Noreen, Mr. Bayer pointed out that 
two fundamental ideas most vital to 
successful communication with the 
public were missing: 

1. Character and style 

2. Continuity 


Thus, his first step was to estab- 
lish symbols: typography, words, 
shapes, pictures, that would give 
Noreen a definite character and style 
in the mind of the public; and sec- 
ond, to suggest using these symbols 
through all of Noreen’s promotional 
material, as well as Noreen’s letter- 
heads, invoices, shipping 
statements, etc. 


cartons, 


> At this point, Noreen’s identifying 
teardrop symbol was created. Feel- 
ing that the old Noreen script was 
hard to read, lacked style, originality 
and design interest, Bayer re- 
designed it and enclosed it in the 
teardrop “containing shape” to make 
it stand out and be easily remem- 
bered. 

Without a containing shape “most 
script signatures have a tendency to 
‘float’,” it was pointed out, so this 
distinctive logotype was adopted by 
Noreen. 

Second step in the program was 
to incorporate the new symbol into 
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Noreen’s package, regarded as the 
focal point of the total program since 
the product is mass-distributed and 
mass-consumed. 


>Starting with the color scheme, 
designer Bayer emphasized the im- 
portance of a color choice that had 
quality and the ability to strongly 


impress the customer in remem- 
brance value. The strong red on 
Noreen’s red and pink package was 
retained because of its aggressive- 
ness, but the secondary color was 
changed from a flesh color to a cool 
pink. 

Futura typeface was adopted for 
the package and eventually for all 
Noreen ads. It’s choice was based on 
“its modern character, its variations 
from very light to extra bold in- 
cluding italics, the ease with which 
it could be incorporated into the 
Noreen advertisements,” and pri- 
marily, because it is so easy to read. 

In typography, care was taken not 
to mix many different typefaces or 
use many sizes of type. Copy was 
kept down to a minimum and orga- 
nized in well-defined units. 

To establish a “family feeling” or 
“idea of continuity” the typeface was 
carried through on _ everything 
printed for Noreen. 


> The oblong package shape was re- 
tained and no change made in the 
cellophane window or the inside 
cardboard insert which held the 
Noreen capsules. 

From the package design, shipping 
cartons and shelf cartons were de- 
veloped carrying the Noreen logo- 
type and colors. 

The upright format was adopted 
for all Noreen ads and the more 
casual approach taken in all national 
magazine advertising. Copy was cut 
to a minimum. Four-color ads were 
added to the Noreen schedule. The 
teardrop logotype appeared in the 
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same horizontal position in the ma- 
jority of ads as it was pictured on 
the Noreen package. 

Variations were developed, how- 
ever, some with the copy in an en- 
larged teardrop, others with the tear- 
drop in various colors of the Noreen 
rinse, grouped in patterns behind or 
in front of the glamor picture used. 


> New counter merchandisers were 
a radical departure from the old dis- 
play racks. To make them stand out 
from their surroundings, they were 
designed with an eye to simplicity, 


legibility and special eye appeal. 

The teardrop symbol and a color 
picture of a glamorous girl decorated 
the counter racks designed to hold 
the smaller Noreen packages. These 
racks originally of cardboard are 
now made up in plastic. 

All point of sale display cards and 
color selectors were designed to fea- 
ture glamorized pictures in color 
with a minimum of copy to arouse 
the curiosity of customers whether 
they were originally interested in 
hair coloring or not. 

All Noreen business publication 
ads, dealer catalog pages, advertising 
literature and novelties, as well as 
office stationery, statements, checks, 
business postcards, etc. were gradu- 
ally integrated into the program for 
common identity of the product. 


>To announce to dealers and retail- 
ers throughout the country its new 
design integration program using the 
teardrop and its heavy national ad- 
vertising program for 1952, Noreen 
sent out 20,000 folders (18,000 to 


druggists, 2,000 to department store 
cosmetic buyers). 

Eugene Kramer, art director of 
the Bradley Lane Advertising 
Agency, who does all of Noreen busi- 
ness publication ads, and much of the 
display material, following the style 
created by Herbert Bayer, designed 
the mailing folder. 

The agency also re-designed the 
Noreen color selector, which features 
14 shades of color rinse. Greatest 
difficulty in producing the color se- 
lector was in getting the exact colors. 
If true colors of the rinses did not 
appear on the selector, customer 
complaints would be pouring in. 

This was one of the most compli- 
cated problems in the program, for 
in the printing process, if one color 
was corrected, others were thrown 
off. The standard five-color process 
colors—red, yellow, two blues and 


black—would not reproduce the No- 
reen hair shades with fidelity, so 
special inks had to be developed 
through the trial and error method 
until the right formula was dis- 
covered. 


>That the distinctive design pro- 
gram created for Noreen by Mr. 
Bayer is now paying off in a highly 
competitive field, is indicated by the 
company’s growth. 

Noreen is now featured in variety 
stores, drug stores and department 
stores in every market in the U. S., 
Canada and Cuba. Last fall, the com- 
pany opened a Paris branch to man- 
ufacture and distribute Noreen 
throughout France and other foreign 
countries. 

A modern new building, designed 
to reflect the originality of the com- 
pany and its management, was 
opened in Denver in 1954. The in- 





ADVERTISING LITERATURE AND NOVELTIES 


terior decorating was carried out 
with the thought of keeping employe 
morale high by careful color selection 
for walls and fixtures, and good, yet 
flattering and easy-to-work-under 
lighting. 


eo 


POINT OF PURCHASE MATERIAL 


The conversion to its design pro- 
gram has been expensive but well 
worth the cost for Noreen, it is felt. 
Young businesses with a future 
would be wise to start out with a 
good basic design integration pro- 


CONSUMER MAGAZINE ADS 
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gram and carry it out from the be- 
ginning. 

This would save them great ex- 
pense, time and effort in trying to 
change over after the company has 
grown to a considerable size. 44 


BUSINESS PUBLICATION ADS 
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Integrated Design . 


. . As evidenced by 


the advertising materials pictured on page 
49, Noreen maintains a family resem- 
blance in all of its promotion program. 
Further evidence is shown by (upper 
left) color selector with transparent 
“‘teardrops’’ in various hues so that they 
can be held over the hair to select a color; 
(lower left) a counter merchandiser, and 


(above) a unique dispenser unit. 


The type you use can make or break your ad 
or printed piece! For type talks—it tells your 
story. It’s the best means of communication. 
But it must be suited to its special task 
through type face selection and proper use. 

That’s why more advertising and printing 
production men are depending on Service 
Typographers. They know Service offers a 
well-rounded variety of the most useful type 
faces and the able, competent handling that 
comes only with long experience and profes- 
sional pride in the typesetter’s art. Day and 
night service for extra convenience. 

For quality typesetting at modest cost en- 
trust your next job to Service Typographers 
and be sure of the best type service! 


723 S. Wells Street, Chicago 7, Illinois 


CALL... HArrison 7-8560 


. . for more details circle 268, page 123 


Lettering Inc. Offers 


New Specimen Handibook 


A 52-page, plastic-bound book 
showing approximately 500 lettering 
styles has been produced by Letter- 
ing Inc. (Chicago). Featured are 
one-line specimens of script, sans 
serif, square serif, Roman, brush, 
thick-and-thin, open face and deco- 
rative letters. 

In addition to the specimens, the 
“Lettering Inc. Styles Handibook” 
contains many examples of the let- 
tering in use. Another section shows 
how basic styles can be altered by 
camera modifications. 

Most of the Lettering Inc. styles 
are casual in nature, with a modern 
touch seldom available in regular 
type composition. All styles shown 
can be furnished in any size. The 
“Handibook” includes page number 
references which correspond to more 
extensive showings in Lettering 
Inc.’s comprehensive “Blue Book,” 
already used by thousands of ad- 
men. 

The Lettering Inc, process is a 
unique method of photographically 
placing letters on individual film 
strips for assembly into words and 
headings and re-using the same let- 
ters over and over. The company has 
offices in Chicago, New York, De- 
troit and Toronto. 


For your copy circle No. 122 on the 
Reader's Service Card inside back cover 


Photocomposition Method 


Described in New Folder 


A folder describing the Coxhead- 
Liner, a new model which replaces 
the Headliner photocomposition ma- 
chine, is available from Ralph C. 
Coxhead Corp. (Newark, N. J.). 

The Coxhead-Liner method of 
photocomposition utilizes a simple 
process of dialing, while the machine 
occupies an area of only 1842x22” on 
an office desk. According to the com- 
pany, operation of the new model is 
so simple any office girl can produce 
type composition. 

Changeable -type font negatives 
range from 14 point to 72 point with 
more than 100 different styles of 
type, including light face, bold face, 
italic and border devices, available. 


>The Coxhead-Liner takes a 1,200” 
roll of 35 mm plastic-coated sensi- 
tized paper. Emerging from the ma- 
chine the paper dries in a few sec- 
onds and is ready for paste-up. By 
stripping the emulsion from the fin- 
ished copy and using it as a negative, 
reverses are possible. 

The type fonts used are plastic 
discs that fit over a turntable in such 
a way that the disc cannot be placed 
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SYRACUSE, N.Y. 

Syracuse Typesetting Co., Inc. 
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. . for more details circle 153, 


a Service that is really 


Service-Plus 


Members of the Advertising Typographers 
Association of America, Inc., believe in 
rendering a genuine conscientious service 
—in giving more than is specified—in 
throwing something in for good measure. 
That perhaps is one of the reasons a few 
firms do the majority of the nation’s fine ad- 
vertising typography. The customers like it! 

Strictly speaking, the ATA member isn’t 
an employee at all—he is a valued mem- 
ber of the team made up of copy writer, 
artist, production man, contact executive 
and “the boss.” He’s a partner and like 
all good partners, his interests are the 
customer’s interests. He is ready to go 
all out to pack the maximum appeal into 
every advertisement he sets. His part is 
a big one too. 

Ifyou are not familiar with ATA service- 
plus, consult with your nearest member 
when planning your next campaign. He 


knows the importance of easy-reading 


and eye-appeal. Out of his vast knowledge 
of typography, he can offer suggestions to 
improve the appearance of your advertis- 
ing. You can’t compute the value of these 
suggestions in money, but they are very 
worth while. 

The real interest the ATA member takes 
in your problem is part of his idea of what 
service means. Another of his ideas is to 
do each job perfectly in the shortest pos- 
sible time, thus keeping the costs as low 
as possible. Believe it or not, ATA is 
anxious to save its Customers money. 

You can get this extra service by simply 
calling your nearest ATA member. Do 


it now. 


Send today for the new and 


up-to-date A. T. A. Handbook 


The Advertising Typographers Association of 
America have issued the second edition of their 
famous Hand Book, case bound, 90 pages and 
cover, 84% x 11 in. covering the Mechanics of 
Typography—Layouts—Photo Engraving—Elec- 
trotyping—a complete up-to-the-minute official 
treatise as well as a comprehensive textbook on 
these subjects. Send $3.00 to Glenn Compton, 
Secretary, Advertising Typographers Association 
of America, Inc., 461 Eighth Avenue, New York 
City, for your copy today. 


‘ Advertising Typogra phers Association 


of Amervca, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
GLENN C. COMPTON, Executive Secretary 
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FOTOSETTER 
MACHINES 


and the most comprehensive array of type 
faces for photo composition available, are 


at your service at Warwick Typographers 


New and long-time customers of Warwick 
throughout the country are rapidly dis- 
covering the many advantages of Warwick 
Photo composition. 

This is the reason that in 3 years’ time 
Warwick has developed a photo composing 
division second to none to add to their 
already well-known typographic plant. 

Warwick Fotosetter prints are clean, 
sharp reproductions of type that will not 
smear or smudge in handling. 

Offset and gravure printing, type paste- 
up for letterpress platemaking, TV and 
projector slides are all produced better by 
this revolutionary new way to set type. 

Send for a free sample of Warwick Foto- 
setter composition and convince yourself. 


upside down or backward. Other 
features of the Coxhead-Liner in- 
clude the use of Ben Day style shad- 
ing, automatic letter and word spac- 
ing, justification of lines and the 
making of transparent positive 
prints. 

An article describing the Cox- 
head Headliner along with many 
other methods of photocomposition 
appeared in the July 1954 AR (Pg. 
57). The folder describing the new 
model was produced entirely with 
cold type, using Coxhead’s Vari- 
Typer for body copy and the Cox- 
head-Liner for headlines. 


For your copy circle No. 123 on the 
Reader's Service Card inside back cover. 


McKeown Specimen Folders 
Show Antique Typefaces 


Typefaces of yesterday are fea- 
tured in specimen folders available 
from Will J. McKeown (Indian- 
apolis). Mr. McKeown, one of the 
country’s leading collectors of “horse 
and buggy” typefaces, specializes in 
preparing reproduction proofs from 
his dated fonts. 

Over 100 different specimens are 
presented in the McKeown folders. 
Included are a variety of ornate, 


WARWICK TYPOGRAPHERS, INC. script, shaded, outline, text, Roman 
and gothic faces. 
DEPT. F-27,920 WASHINGTON AVENUE, ST. LOUIS 1, MO. 8 


‘ ‘ . Too For your copy circle No. 124 on the 
Overnight by air mail from most of the United States Dei’, Sancta aad teas tench eee 


WARWICK 70443 CLIENTS 1) 38 74st CANADA, MEXICO AND ratl:¥-" SRCCRERRERRCERRRECCRERCCRRRERORRRCERERERCORERERRR EERE REE EERE RE Reeeeeeeeeeeeeee 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right ... For You 


“Give me alphabet soup... all lower 
case.” 
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TYPE TIPS BY LINOTYPE 


FairfielW/] FE, DIU 


IT Is ONE THING to develop a new 
type face; it is something else again 
to develop one with truly fresh ap- 
peal and versatility. Regarding Ru- 
dolph Ruzicka’s F ‘airfield Medium 
there remains, to quote a line from 
Gilbert and Sullivan, “no probable, 
possible shadow of doubt, no pos- 
sible doubt whatever,” Fairfield 
Medium is an outstanding success 
—a success certain to endure. 

opr of versatility, can a 
type face be—like the Olympian 
gods—both august and lively? Evi- 
denth Fairfield Medium is, for it 
has been chosen as the text face for 
both The Harvard Business Review 
and Esquire. 


A good, all-around face 


It is the innate good breeding of 
this contemporary face, coniiiaed 
with its grace and strength, that 


makes it equally suitable for such 
vastly different magazines 

\ study of the latter publication, 

incident: ally, reveals some of the 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. 


reasons why Fairfield Medium is 
today one of the ranking contem- 
porary faces. 

In Esquire, you can see the type 
as reproduced by letterpress, offset 
and gravure on a variety of stocks. 
Note particularly how well it 
prints, especially on coated stocks. 


Well-suited for advertising 
This versatility makes Fairfield 
Medium especially well-suited for 
advertising. 

It is free of busy mannerisms 
and has remarkable sharpness, 
combined with a subtle degree of 
interest and variety that those who 
know have come to associate with 
all good types. 

As demonstrated in current use, 
Fairfield Medium is effective in 
virtually any kind of printing job— 
advertising, annual reports, house 


DEPRECIATION 


organs, brochures, periodicals and 
commercial printing. It provides 
weight, legibility and decorative- 
ness without fussiness. Old- style 


figures balance nicely with text, 
and lining figures are available for 
tabular matter. 


Reasons Why 


Fairfield Medium is a genuinely 
new face, not just a beefing up of 


“A face good from any angle’ 


Xuzicka’s earlier and popular Fair- 

field. The entire roman, italic and 
small cap alphabets, as well as the 
lining and old-style figures, 
completely redrawn. 

Letter-by-letter comparison of 
Fairfield and Fairfield Medium 
will show a truly new, fresh and 
even more useful weight. 

Fairfield Medium will add dig- 
nity and strength, with unusual 
grace, to your printed matter. With 
italic, it is available in the full 
range of sizes from 6- to 14-pt. 

Economically available only for 
Linotype composition, of course. 


were 


¢ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEADERS H 1 


. for more details circle 226, page 123 
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Set in Fairfield Medium and Spartan fami 


RES EA RCH 


March 1955 ¢ ar « 53 





Ae 


OI i Av 


SUV MAYA AAA AA ovr. 


Vv 


let us broaden your 


HORIZON 


a new all-purpose type face by Bauer 


FOR HEADLINES 


HORIZON—sharpness of design and clarity seldom seen 


in classic types —truly a type face of today and tomorrow. 


FOR TEXT 
HORIZON— even color and legibility in small areas or 


complete pages-—enhances the most lengthy compositions. 


FOR DISPLAY 


HORIZON— machined by skilled craftsmen so perfectly, 
enlarged displays retain the smooth, clear-cut quality of 


the original 


Here is a versatile type of unmatched beauty and quality — 
specify HORIZON for your next composition. For com- 


plete specimens, write on your letterhead to 


BAUER Alphabets, Inc. 
235 East 45th Street, New York 17, N.Y. * VA 6-1263-4 


Set in HORIZON 


. . for more details circle 160, page 123 


Reach Your Typographic Level 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Specimen Folder Describes 
Linotype Electra Series 


The Linotype Electra series in two 
weights with two choices in italic 
forms is displayed in a new speci- 
men folder available from Mergen- 
thaler Linotype Co. (Brooklyn). 

Designed by W. S. Dwiggins, Elec- 
tra has proven a popular contem- 
porary type and since 1937 has been 
used to set 46 of the Fifty Books of 
the Year. 

Electra and Electra Bold have two 
separate and distinct italic forms. 
Electra Italic, in both weights, is ac- 
tually an oblique Roman that is use- 
ful in changing editorial style with- 
out sacrificing the readability of Ro- 
man, while Electra Cursive is de- 
scribed as a “crisp, yet flowing, de- 
sign.” 

The italic and cursive fonts of 
Electra and Electra Bold may be 
converted, one to the other, by sub- 
stituting lower-case characters from 
a to z, the & and ligatures. 


For your copy circle No. 125 on the 
Reader’s Service Card inside back cover. 


AAAA Issues New Guide 
For Standard Rate Cards 


Providing for new developments 
in publication media since 1928, re- 
vised model rate card formats have 
been issued by the American Assn. 
of Advertising Agencies. AAAA 
standard forms for rate cards have 
served as models since they first 
were developed in 1918. 

New developments provided for in 
the revised card formats include in- 
serts, special inks, bleed pages and 
color information in the business 
publication field; special space units 
like inserts, gate-folds, “junior 
units,” regional rates, two-color and 
four-color pages and bleed pages in 
the magazine and farm paper field, 
and split runs, r.o.p. color, news- 
paper supplements and magazine 
sections in the newspaper field. 

The AAAA recommends that all 
publishers consider adopting the new 
format for these reasons: 

e Similar standard forms are used 
by all other types of publications, 
and agencies and advertisers are fa- 
miliar with the arrangement scheme. 
e The standard size cards are easily 
handled and filed. 

e Use of the standard form assures 
that all information needed by buy- 
ers will be provided. 

e The standard form is the buyer’s 
authoritative source for rate and 
other information. 

Sets of sample cards may be ob- 
tained from AAAA headquarters, 
420 Lexington Ave., New York 17. 
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PRINTING & BINDING 


Point of Use 


a much neglected 


By C. J. Allen 

Director of Merchandising 
Gardner Advertising Co. 
St. Louis 


Manufacturers spend a lot of 
money in today’s marketing on point 
of sale material. Only the amateur 
overlooks the need for powerful 
promotional help for that point at 
which the customer picks up or 
picks out the manufacturer’s prod- 
uct. 

However, there is another point in 
the whole area of point of sale which 
is very frequently overlooked by the 
manufacturer. This is “point of use.” 
When a manufacturer has _ spent 
thousands of dollars in colorful sales 
brochures and leaflets and in dra- 
matic display material, why does he 
so often economize on so simple, yet 
so important, an item as the leaflet 


of instructions on how to put to- 
gether, operate or use his product? 

The whole area of point of use is 
important. Put yourself in the cus- 
tomer’s shoes. How many times, be- 
fore someone figured out a way to 
cut down the number of pins needed, 
have you blessed the shirt manu- 
facturer who seemed to have taken 
fiendish glee in hiding dozens of pins 
in obscure places all through that 
new shirt? And how many times has 
your wife’s call of distress found you 
going at a jar or can with a hammer, 
saw, chisel, and three strong assist- 
ants in order to get it open—only to 
find that the lid was ruined when 
you finally got it off (despite the fact 
that the label read, “Replace lid to 
protect unused portion.”)? 


> Problems such as these admittedly 
take considerable planning and de- 


medium 


velopment work back at the produc- 
tion line. But here is one point of 
use aid that takes very little plan- 
ning, yet is almost universally bob- 
bled by the manufacturer. I refer to 
my pet peeve, that nefarious, insidi- 
ous instrument of torture known as, 
“Easy Instruction Sheet on How to 
Assemble.” How frequently have you 
faced one of these? 

In the store you saw a gleaming 
gadget that you just couldn't pass 
by. At $29.95 it was a bargain. The 
full-color, profusely illustrated bro- 
chure they gave you when you 
bought it told you about all of its 
many features and advantages. The 
box they gave you after you plunked 
down your $29.95 (plus tax) looked 
a little small, but in your gleeful 
pride of ownership you didn’t think 
about it too much. 

So, you arrived home and proudly 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 


Dept. A-3-A. 
H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 


. for more details circle 179, page 123 


Stymied for 
new sales 
ideas to sell 
more accounts? 


VES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


Algonquin 5-2552 


. for more details circle 265, page 123 


56 * ar * March 1955 





opened the package, to find it not 
in the least resembled the gleaming 
gadget you saw in the store (and 
which was shown in glorious full 
color in the sales brochure). Instead 
you have a pile of unrelated parts, 
wheels, rods, nuts, bolts and gew- 
gaws—and one simple little sheet, 
cheaply printed. At the top of this 
sheet are always those magic, mis- 
leading little words, “Easy Instruc- 
tion Sheet on How to Assemble.” 


> Yes, this sheets claims to tell you 
how to assemble the device, yet three 
hours later you are still stewing and 
sweating because the instructions 
may have been perfectly clear to the 
master mechanic who wrote them, 
but to you they are complete gib- 
berish. 

First thing you find, of course, is 
that these instructions are for Model 
#362. Because you notice the sketch 
shows two holes beside the framis- 
see, and you can’t find them on your 
model, you begin to check and finally 
deduce yours is either Model #362A 
or that what you have purchased is 
the new-improved model, and no one 
bothered to revise the instruction 
sheet for your model. 

While I write this in a semi-hu- 
morous vein, the truth of the matter 
is that the foregoing example is ac- 
tually typical of what you find day af- 
ter day. The manufacturer so often 
spends much time, endless planning, 
and many dollars on building a 
quality product, describing it well in 
his advertising and sales literature, 
and in getting his salesman and dis- 
tributive channels to follow through. 
Then he economizes on so inexpen- 
sive, yet important, an item as the 
instruction sheet on proper assembly 
and operation. 


> Last summer I bought one of those 
children’s portable swimming pools, 
complete with metal frame and corn- 
er seats. I’d seen it advertised many 
times, and the mammoth display at 
the store had overwhelmed me. 
When it was delivered, I carefully 
sorted out all the parts and started 
to work assembling it, according to 
the mimeographed instruction sheet. 
Now I admit to being rather stupid 
when it comes to anything mechani- 
cal, but there are thousands of fa- 
thers in my class. 

By following the intructions care- 
fully, I soon had the metal frame all 
together in only 25 minutes. Then I 
began to install the corner seats, 
only to find, to my chagrin, that I 
should have been a mind reader back 
on instruction #2 and should have 
put Part A on top of Part B, instead 
of vice versa, when I bolted them to- 
gether. Now, the only way I could 
install the seats was to spend an- 


CLAREPORT* 
REPORT 
COVERS 


Make your 
reports, 
proposals, 
presentations / 
more effective! 


Clareport* is a patented report cover with a 
durable, transparent front cover and a back of 
Strathmore Beau Brilliant cover stock in 8 smart 
colors, available for immediate delivery. 


Clareports* are made to hold standard 11” x 
842" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today 


Belford 


Company, Inc. 
317 W. 47 St. 
Dept. A-35 
New York 36, N. Y. Write, wire or phone. 
PLaza 7-5950 *U. S. Pat. 2480917 
. . « for more details circle 161, page 123 


We specialize in 
custom-made easel 
binders and presente- 
tion binders. Your 
problem selved quickly 
and inexpensively. 


COLOR PRINTS 


EY 
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TIPS by noted 
expert for the 


Production Man 


Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. His 
weekly articles in Advertising Age 
have been so widely praised that we’ve 
made a valuable Handbook of the best 
of them. For a mere $3 you may have it 
FREE ... with a whole year—52 issues 
—of The National Newspaper of Mar- 
keting. 


Free—TIPS Handbook 


Mail the coupon 
below for quick 
action. We'll bill 
you later if you 
like. You must 
be satisfied—or 
your money 


back. 


Advertising Age | 
200 E. Illinois St. | 
| 


- 
| 


| Chicago 11, Illinois 

| Please enter my l-year (52 issues) sub- 
scription at your regular $3 price with a | 
money-back guarantee of satisfaction, and | 

| send to me free and postpaid Kenneth But- 

| ler’s helpful handbook, TIPS FOR THE | 
PRODUCTION MAN. 


Rectan: mee 
Business__. — 

| — B Address. 

| City 

| State 





other 25 minutes disassembling the 
unit, bolting the two parts together 
the right way and spending a third 
25 minutes putting the whole thing 
back into useable shape. 

The swimming pool did have an 
instruction sheet with it—with five 
“simple” steps. Unfortunately, the 
sheet was written by an engineer 
who assumed that everyone would 
know how to bolt Parts A and B to- 
gether. I didn’t, and probably neither 
did thousands of other harried pur- 
chasers. The next time I will know, 
but that sheet should have been 
written to tell me how to do it the 
first time. 


>Or take another example of what 
happens. Recently I decided to take 
up shop work as a hobby. I searched 
and searched until I found a power 
tool unit which combined both a saw 
and a jointer. To a novice like me, in 
the store it all looked very neat and 
compact. However, when it was de- 
livered, I found myself with four of 
the usual packages of assorted parts. 
Having learned by now some of the 
problems of following instruction 
sheets, I began first with the box 
which contained the bench on which 
the tools were to be mounted. 
Strangely enough, having sorted 
the items out first, I found myself 
not too long after with a completely 
assembled bench. The instructions 
had been precise, concise, and simple 
enough for someone like myself to 
follow without making any mistakes. 
At last, I thought, someone has made 


the copywriter on the instructions 
sheet actually put one of these units 
together himself by following his 
own instructions. As a result, with 
renewed vigor I attacked the other 
three boxes. 

Sure enough, Box No. 2 had a 
leaflet which clearly told me how to 
assemble the saw; Box No. 3 told me 
clearly how to assemble the jointer; 
Box No. 4 held a complete motor. 


> That was it! Now I was really in 
business! And then came the down- 
fall! Nowhere in any of the literature 
did they tell me how to put all four 
items together. Each individual 
booklet contained a very lame clos- 
ing sentence, “Now attach this unit 
to the others with the parts pro- 
vided.” 

To make a long story short, I fig- 
ured out how to get the saw mounted 
and the jointer mounted, but I finally 
had to call in my nextdoor neighbor 
(who makes life miserable for me by 
being such a “handyman around his 
house”—the quotes are my wife’s). 
To my secret satisfaction even he 
couldn’t figure out the thing. You 
know, that motor sat around for two 
months before I finally got back to 
the store and had their master me- 
chanic draw me a diagram of how to 
accomplish the complicated task so 
aptly described in the instruction 
sheet, “Now attach the motor to the 


bench.” 


>You might ask, “Why should the 
manufacturer care?” I had already 


ING 


r 


“How are you coming with that little job that’s not worthy of your talents?” 


purchased his product and undoubt- 
edly won’t be back in the market 
for such an item, at least for some 
time to come. Well, the truth of the 
matter is that a couple of friends 
who were in the market for similar 
equipment asked for my advice—and 
you can imagine what brand I did 
not recommend. 

All of this is designed to drive 
home the point that instruction 
sheets should be written like a first 
class primer. It is easy back at the 
factory or plant to assume that the 
purchaser has at least a working 
knowledge of what is involved. And 
undoubtedly some of the purchasers 
could assemble and use the product 
without ever looking at an instruc- 
tion sheet. But such leaflets should 
be written not for the experts or 
semi-expert, but for the amateur 
who may be called upon to follow 
those instructions. I am a great be- 
liever in the baseball bat technique. 
Spell it out and take nothing for 
granted, and, for heaven’s sake, it 
takes only a few dollars to mimeo- 
graph or planograph a new instruc- 
tion sheet when the model is 
changed. 

Point of use is of vital importance 
in getting a customer to buy, try and 
re-buy your product. This is true 
whether you are selling beans, bour- 
bon or bagpipes. It is true whether 
you are selling a food item that is 
eaten up and a repurchase made 
within a few days, or an appliance or 
gadget that is designed to last for 
years. 


>The care you put into selling the 
customers in your advertising, the 
care you put into selling the trade 
channels, the care you put into in- 
suring proper promotion at point of 
purchase—that same care should go 
into insuring proper customer reac- 
tion at point of use, even in the ex- 
treme case of a manufacturer who 
makes only one item, one which lasts 
forever with little chance of any re- 
purchase by the customer. Even he 
is not immune to the need of cus- 
tomer selling and satisfaction at 
point of use. 

If that manufacturer does not take 
all the necessary steps to make his 
product easy to use at point of use, 
he faces complaints to his dealers, 
to his salesmen, to himself and, most 
important, complaints to other po- 
tential customers. 

So this is an earnest plea to manu- 
facturers (yes, and to their advertis- 
ing agencies) to consider point of use 
as a very vital part in the whole ad- 
vertising and marketing strategy. It 
is a vital plea at point of use to think 
not only of proper packaging and ease 
of opening, but of adequate instruc- 
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tions on proper use—especially if 
there is an assembly job of any type, 
or a complicated formulation before 
the product can actually be used. 
In fact, this whole approach is 
not only important to secure proper 
satisfaction by customers, but frankly 
it is vitally needed as a protection 
for us poor harried fathers who are 
so often faced with the problem of 
assembling for our youngsters the 
cardboard cut-outs from the cereal 
package or the model instruction kits 
or what have you (when the instruc- 
tions were supposedly designed for 
little Johnny to understand, but even 
Pop himself is completely frus- 
trated) 44 


Burnell Uses Unique Insert 
As Attention-getting Device 


For details on other interesting 
magazine inserts, see page 61 


A “dog-ear” insert that’s neither 
dog-eared nor a dog is a clever ad 
gimmick used by Burnell & Co. Inc. 
(Yonkers, N. Y.) in the November 
and December issues of Tele-Tech 
and Electronics magazines. 

The insert, which was devised by 
the company’s agency, Hicks & Greist 
Inc. (New York) features a folded 
down “dog-ear” in the upper right- 
hand corner. It has three advan- 
tages: 
® Because it is on 100 lb. stock, the 
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Present your product and your sales story in the 
most forceful manner possible. Portfolios capture your prospect's 
attention. They present your story in logical sequence and permit 
point after point to be hammered home with cumulative force. 


For ideas galore call Service—the portfolio specialists,and see 
the largest variety of portfolios you ever imagined. 


For your customers, or for your own selling and display, there is 
nothing like Service portfolios. Available in a wide variety of colors, 
sizes and bindings. May be had in various styles of loose-leaf, cloth- 

hinged and easeled types. Call us today! 


Finishers of Advertising Displays for Advertisers 


Lithographers e Printers 


SERVICE BINDERY, Inc. 


and subsidiary 


MOUNTING & FINISHING CO. 
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2241 South Wabash Avenue 


Chicago 16, Illinois 
CAlumet 5-3224 
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An Announcement 


Burnell & Co. tne. 


Dog-Ear Insert .. . An attention-getter 
for Burnell & Co.'s insert in two business 
magazines is this insert with a folded- 
down flap. Hicks & Greist Inc., the com- 
Ppany’s agency, counts on the curiosity 
of the average reader to assure his un- 
folding the flap. Perforations along the 
gutter suggest the idea of detaching the 
insert and filing it for future reference 


turned-down corner calls attention 
of the readers to the insert. 

e When the reader instinctively un- 
folds it, the “dog-ear” is die-cut so 
that it becomes a tab standing out 
from the edge of the magazine. The 
word “Burnell” is printed on the tab. 
e In addition to the file-folder type 
tab, the insert is perforated along 
the gutter to suggest that it be de- 
tached and filed for permanent ref- 
erence. 44 


Gold Stamping Press 
Described in Leaflet 


Two models of hot gold stamping 
presses are described and illustrated 
in a leaflet put out by Desk-Sign 
Mfg. Co. (Philadelphia). 

The Wynn Multiliner, priced at 
$225, prints up to six lines at a time 
in many styles of type. Gold and 
other colored foils and special dies 
may be used, and the press report- 
edly will stamp almost any material 
—wood, fabrics, leather, plastics and 
paper. 

The Wynn Liner, priced at $39.50, 
prints on almost any type material, 
including paper, leather, wood, plas- 
tic and fabrics. It will take type up to 
36 pt. and prints monograms or lines 
up to 3” long. Gold and other colored 
foils can be used with the Wynn 
Liner. 

Fourteen different styles of type 
and seven different monograms 
available with the Wynn Liner and 
the Multiliner are also illustrated in 
the leaflet. 


For your copy circle No. 131 on the 
Reader’s Service Card inside back cover 





Regina Booklet Gives 
Printing Cost Tables 


LTA RAR ROP RHR 


Easy-to-read tables that compute i eal hacia 
printing costs for the buyer are listed NOW..you con 


in a handy new booklet being dis- 
tributed by Regina Services Corp. p LA $ T | 6 
(New York). The tables estimate 


Regina’s prices for offset printing of 
such items as catalogs, booklets and B | | ip) 
circulars, and letterpress printing of 


letterheads and envelopes. 
In convenient table form, the book- 
let includes price lists for: offset 


printing, black and white from sizes LOOSE- LEAF 
81%x11” to 17x22”; offset printing 

with additions for two colors, special 

stocks, etc.; letterpress printing of BIND 
letterheads, envelopes, statement and 

invoice forms, postcards, etc.; im- catalogs — reports 


Sa Lhe tenelaadlt NOW, all GBC punching accommo- 
pl inting; m as costs, including manuals — presentations one? the a ring pa 
charges for padding, folding, punch- i fli Metal Loose-Lleaf Binding as well as 
ing and stitching, and offset plate- all types of literature all Cerlox Plastic Bindings. 
making prices. _ ' 
“Your Printing Costs Are As Fol- 

lows. . .” also includes such informa- we i G H T ' N YO U R ow N Oo F F i Cc E 
tion as charges for ganging up jobs, 1 

_— -..and save money, too! 
special stocks, outsize jobs, etc. All YOU SHOULD HAVE THESE 1 i lit = t 
the figures in the table are arranged IMPORTANT FACTS! mprove & ae ’ oar See eres - 
under easy-to-find headings of size maximum attention and action for every 


, ity Handsomely illustrated in four | message...and prestige, utility, color. 
and quantity. colors this just-off-the-press bro- 6 P 6 


‘ ; Pages lie flat, turn easily, can be inter- 
F your ircle N 132 h h h h h Itipl ° ” 

eader's Service Card inside beck cover. rey ev pus changed between GBC Metal Loose Leaf 
. . . . Cerlox Plastic Bindings are com- and Plastic Bindings. Efficient GBC ma- 
Vinylhide Binder Line 


Described in Catalog 


Reader’s Service Card inside back cover. 


bined into one superb universal 
binding system. 


: NOW jou can bind all types | \\ 
binders nd plo 4 amet FREE —Send for this illustrated brochure—TODAY! 
bums, binders and displayors, plus =z- 


some new special binders and cases, 
is described and illustrated in a re- Dept. AR-3, 812 West Belmont Avenue, Chicago 14, II. 
vised 40-page catalog issued by BE nts oe rush me bn pa _ » natin were 
Cooks’ Inc. (Camden, N. J.) : ft: ; Prncell 9A is chiteation. 
Among the new items shown in 

the catalog are three Vinylhide bind- 
ers in twin wire and multo-ring 
types with zipper closure, economy 
ecard holders, miniature photo al- 
bums, Vu-dex flipover binders, mul- 
tifold cases, card cases and _ shirt 
pocket protectors, and lightweight 
protector sheets. A new easel type 
displayor and a special display unit 
are also illustrated. 


For your copy circle No. 133 on the 
Reader’s Service Card inside back cover. 


Diiaiia till Deal: Ciiceanll Pick a Bonus Combination . . . 


Frederick Kogos Publishing Co. te a package deal that’s fit to be ee yor <a pen dcmee orl 
(Skew York) is planning to bring ont ombine your insertions in any two—or three—of these publications. 
a new book entitled “Adventures in e@ Advertising Requirements 
Advertising,” presenting a collection e@ Industrial Marketing 

of experiences in advertising told by @ Advertising Age 
advertising executives. The company 

hopes to publish a new volume each issued by Advertising Publications, Inc. 
year. Advertising executives every- By combining your total number of insertions 
where are invited to contribute any you earn the best frequency discount for each, 
“interesting, educational or helpful and the minimum rate-holder regulations apply 
experiences” they might have had. for maximum economy. 

Anyone interested in being a charter R 

contributor shoul yrite Frederick _— . 

TL uae tee ee | Advertising Requirements 200 ¢. ininus st, chicago 11 
Co., 1140 Broadway, New York 1. 44 


chines cost no more than a standard type- 
writer. Anyone can operate. 


General Binding Corporation 


Organization 


Address 


. for more details circle 199, page 123 











March 1955 ¢ ar « 59 





COVER 


La Lek 

CATALOG COVERS 
241 RY 
CERTIFICATES 
SAMPLE FOLDERS 
DIPLOMAS 
COUNTER DISPLAYS 
WINDOW CARDS 
PRICE TAGS 
PROMOTION PIECES 
DIRECTORY COVERS 


BUSINESS CARDS 

AND HUNDREDS OF 
OTHER PROMOTIONAL 
ab) 


COATED PAPER CORP. 
Camden 2, New Jersey 
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By Bert Enos 
AR Associate Editor 


With business publication adver- 
tising estimated at a booming $390,- 
000,000 for 1955, and with the Post 
Office Department almost daily lib- 
eralizing its attitude on advertising 
of all kinds in second and third class 
publications, it is reasonable to ex- 
pect that advertisers will turn more 
and more to the use of pre-printed 
inserts to get across their advertis- 
ing messages. 

While by no means new, inserts 
have been attracting more and more 
attention from admen. Time was 
when the mere use of a second color 
would almost insure attention in a 
business publication. Then, full-color 
advertising had its period of de- 
manding attention because of the 
lack of similar ads. 

Today, however, color ads are no 
longer a novelty. It takes a lot of at- 
tention to all of the best illustration, 
typographic and layout techniques 
to be “different,” if that is your aim. 
For many, the answer is a pre- 
printed insert. 


>Inserts offer at least four advan- 
tages to the advertiser: 


1. Judiciously placed in the book 


With the relaxation of postal restrictions concerning 
the use of inserts in magazines, advertisers 
have been spurred to greater ingenuity in this field. 


and of the proper weight, they can 
almost make it certain that the mag- 
azine will open automatically to the 
insert. 


2. Inserts give the advertiser control 
over such factors as color and type to 
a degree that is not possible with a 
page of a publication. 


3. An opportunity to show the ad- 
vertiser’s actual product. While pa- 
per advertisers have enjoyed this 
advantage to a greater extent than 
most other advertisers, with recent 
relaxations of post office. rulings 
more and more advertisers of quite 
different products are finding it pos- 
sible to display their products in in- 
serts. 


4. The opportunity to use ingenious 
gimmicks to draw attention to the 
advertisement. 


> A striking example of the use of an 
insert to show the advertiser’s actual 
product is the 1955 ad campaign of 
Reynolds Metals Co. (Louisville) 
which uses aluminum foil to repro- 
duce the ads. 

In these ads, half of the copy ap- 
pears on a sheet of aluminum foil 
which is bonded to a paper sheet 
that forms the other side. The foil 
is .0035” thick, just half the thick- 
ness of Reynolds Wrap (the com- 
pany’s product around which the 
campaign is built), and the laminated 
insert remains below the 70 lb. maxi- 


mum figure for normal publication 
stock. 

In connection with this campaign 
it is interesting to note that post of- 
fice thinking on the question of us- 
ing aluminum foil for the insert was 
that since heavy papers are okay, 
then foil, which actually isn’t as 
heavy as coated paper, must be okay 
too. 


> Another use of an actual product 
to form an insert was an ad for No 
Carbon Required Paper, which Rey- 
nolds & Reynolds Co. (Dayton, O.) 
ran in American Business. In this 
case the ad was printed on the com- 
pany’s special paper with a blank 
space in the ad, where the reader 
was advised to write and then see 
the writing transposed to the next 
page without carbon. 

In this particular case, the post of- 
fice questioned the use of the word 
“sample” in the text of the ad and 
asked the company to remove it, 
although the department made no 
objection to the use of the special 
stock. 

In yet another case, the post office 
granted permission for an insert by 
Goodren Products Corp. (New 
York) in Advertising Requirements. 
The ad was an actual Good-Stix 
sign (a transparent sheet with 
gummed strips on two edges for at- 
taching to windows, doors, etc.) laid 
over a blank page. However, AR at 
that time was a third class publica- 
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Take 60 Seconds 


. 


and Compare 


Economical Manifest Bond with 
Any Other Economy Sulphite 


(?) Take ten seconds for texture — note the 
smooth printable surface . . . the quality feel. 


<«) Take ten seconds for color — note the 
brighter blue white of Manifest Bond .. . 
the shade that looks whiter, cleaner under natural 
or artificial light. 


Take ten seconds for strength — note that 
Manifest Bond is a much stronger sheet 
than most economy sulphites. 


EASTERN 


e Take thirty seconds for performance — look 
over the printed Manifest Bond samples any 
Eastern merchant will be glad to show you. Note 
how the specially sized surface, dimensional stability 
and micromatic trimming result in square-cornered 
sheets that take ink evenly .. . feed smoothly 
. . . look like a Jot more than they cost. 


If you want to save money... and still 
do a quality job 


wuerManifest Bond 


MADE BY EASTERN CORPORATION, BANGOR, MAINE 
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tion and this factor may have in- 
fluenced the department’s decision. 


>Control of color can be an im- 
portant factor influencing advertis- 
ers to use inserts. For example, 
Dewey & Almy Chemical Co. (Cam- 
bridge, Mass.) and its agency, Hor- 
ton-Noyes Co. (Providence, R. L.), 
wanted to reproduce grocery mer- 
chandise cased in Cryovac vacuum- 
sealed packages in such a way that 
the true colors of different types of 
cheeses would appeal to both pack- 
ers and retail grocers. 

A recent ad by this company was 
an insert that ran in Chain Store 
Age and Progressive Grocer. Head- 
lined “Strike Gold With Natural 
Cheese,” the insert has a gold ink 


background with a section of a dis- 
play shelf showing cheeses in a 
delicate range of colors and with 
Cryovac wrapping. 

Dewey and Almy is a long-time 
user of inserts and is sold on the ad- 
vantages gained, while the com- 
pany’s agency points out it has not 
found “any production problems 
worthy of mention which are not 
common to any four-color reproduc- 
tion.” 


>In a related case, Pittsburgh Corn- 
ing Corp. used special inserts in Ar- 
chitectural Forum, Architectural 
Record and Progressive Architecture 
to announce new glass block pat- 
terns for locations where heat and 
glare are problems. Called “Sun- 
trol,” the blocks contain a pale green 
fibrous glass diffusing screen. 

But, since the company felt it 
could not be sure of the quality color 
control it desired through regular 
magazine production, two-color in- 
serts were used to capture the soft 
green glow of the block. 

Bryce Bros. Glass Co. (Mt. Pleas- 
ant, Pa.) found inserts successful in 
presenting a one-year ad campaign 
designed to make glass dealers more 
familiar with the company name. 
High visibility and considerable repi- 
tition were deemed essential for this 
campaign. 

Bryce Bros. prepared one basic ad 
for the entire campaign. This ad was 
printed offset in four colors for the 
entire accumulated circulation and 
was forwarded each month to the 
publication for insertion. The adver- 
tising message—in this campaign a 
prize-winning glassware design of 
the month—was imprinted in black 
and white in an open corner of each 
color ad. The advertising inserts 


A Sage of Fine American Craftsmanship 


were prepared by the company’s 
agency, Bond & Starr (Pittsburgh). 


>H. Wenzel Tent & Duck Co. (St. 
Louis) used a three-color insert in 
Hardware Age and Implement & 
Tractor to introduce a new tarpaulin 
to the farm and implement trade. 
The insert, with aluminum ink back- 
ground, had grommets punched to 
give the effect of a real tarpaulin. 
To get the over-all texture of canvas, 
the company’s agency, Simmonds & 
Simmonds of Missouri Inc., used a 
photograph of canvas printed in 
black over the aluminum ink, a 


. . . for more details on ad on following spread circle 282, page 123 > 
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method which simulated the texture 
of canvas effectively. 

When Kelvinator wanted to intro- 
duce a frozen food merchandiser, its 
agency, Geyer Advertising (New 
York), resorted to a four-page, four- 
color insert on 70 lb., No. 2 coated 
stock. The insert was 17x11”, folded 
814x11”. Geyer ordered 53,600 in- 
serts from Murray Bridge Press 
(New York) for insertion in Ice 
Cream Review, Ice Cream Trade 
Journal, Ice Cream Field, Southern 
Dairy Products Journal, Confection- 
ery Ice Cream World and Western 
Dairy Foods Review. The company 
also pulled some 10,000 of the in- 
serts from the originals and shipped 
them to various company divisions 
and the National Assn. of Retail Ice 
Cream Manufacturers (Pittsburgh). 


>A more elaborate insert was the 
first use of “Trans-Vision,” a pat- 
ented process by Milprint Inc. (Mil- 
waukee), by Westinghouse to dis- 
play its new Lifetime Meter. 

This Westinghouse insert, which is 
10 pages, five of which are “Trans- 
Vision,” appeared in Electric Light 
& Power, Electrical World and Elec- 
trical West, and was made possible 
through the currently relaxed atti- 
tude of postal authorities. “Copies 
of second-class publications contain- 
ing “Trans-Vision’ material will be 
accepted for mailing at the second 
class postage rates,” said N. R. 
Abrams, assistant postmaster gen- 
eral. 

The insert included five transpar- 
ent pages upon which various parts 
of the Lifetime Meter were shown. 
The first page showed a head-on 
view of the assembled meter, the 
second page the gearing of the dials 
which were shown on the first page, 
the third page revealed interior con- 
struction, etc. 

By turning the first page a portion 
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Invitation to 
A Party 


Spring is Nature’s annual coming-out party. The earth is 
canopied with new color and the air is filled with songs of 
birds returned to blossoming trees. People of all ages feel 
the urge to get out in the open and enjoy life with renewed 
zest. Golf clubs come out of hiding and garden tools again 
see the light of day. 


Whether people stay indoors or seek the out-of-doors, printed 
advertising continues to reach them with persuasive ideas. 
The graphic message has the power of mobility; it gets 
around and is read with interest at all hours and in every 
possible place. There is no “off season’ for the effective 


coverage of printed salesmanship. 


Fine papers assist the printed message to score a lasting 
impression upon the reader’s mind. Westvaco fine papers, 
for example, are used by successful printers and advertisers 
in presenting graphic ideas with maximum visual impact. 
The fine papers in the Westvaco line furnish the exact 


selection needed for each specified printing technique. 


The picture at the right is featured on the cover of Westvaco 
Inspirations for Printers, Number 199. This issue is packed 
with blue-ribbon winners in the field of advertising art. 
You'll find many useful suggestions for using design and 
fine papers, too. To obtain your free copy of this interest- 
ing publication, write or phone to your nearest Westvaco 


Distributor, or to any of the Company addresses listed below. 


Cover Artist 
Herb Olsen, A.N.A., was born in Chicago, and studied at the Art Institute and 
the American of Art. He 


i 


is a member of several Water Color 


Societies, including the American Water Color Society, and in 1951 was 


Academy of Design. He has held over twenty one- 
is won several First Prizes and many Awards. For 
ten years he taught 


iu 


at the American Academy of Art in Chicago, and is now 


teaching water color painting at his owr 


t studio in Westport, Connecticut 


230 Park Avenue, New York 17 
35 East Wacker Drive, Chicago 1 


503 Market Street, San Francisco 5 


West Virginia Pulp and Paper Company 





Westvaco Juspirations for Printers 





of the subject is removed and suc- 
ceeding pages break down or dis- 
assemble the meter. Since each page 
is made up of a double acetate sheet, 
a back view of each part can be 
shown on the reverse side of each 
page. Thus, the reader, as he turns 
the pages, watches the dis-assemb- 
ling of the object on the right hand 
page, while he is observing its as- 
sembly on the left hand page. 


>Milprint frequently uses acetate 
coated sheets for inserts advertising 
its own products, while other prod- 
uct demonstrations include Radiant 
Color Corp.’s (Oakland, Cal.) use of 
fluorescent papers, foil coated stock 
by Foilcraft Printing Corp. (Brook- 
lyn) and use of a polyethylene film 
by Visking Corp. In the latter case, 
the post office ruled that the law 
does not prohibit an ad printed on 
polyethylene film. 

The first step in planning many 
inserts is to select a stock that is 
obviously different from that used 
in the publications in which the in- 
serts are to appear. Many times the 
stock itself is enough to provide the 
attention-getting qualities desired. 
The use of a colored stock, for ex- 
ample, automatically adds an addi- 
tional color at little or no additional 
cost. One advertiser even has gone 
so far as to use ruled tablet paper 
(yellow with blue and red lines) to 
provide three “automatic” colors— 
and because of its uniqueness, in- 
stant impact. 

Probably the favorite for inserts, 
however, is cast-coated stock such 
as Kromekote and Lusterkote, with 
their patent-leather-like finishes. 
Using such stock assures color re- 
production quality impossible to ob- 
tain on conventional magazine pa- 
pers. 

Other special paper finishes are 
important, too. Whenever an insert 
is printed on a stock obviously dif- 
ferent from that used for the rest 
of the magazine, there are bound to 
be distinctive, attention-getting re- 
sults. It is not even necessary to use 
more expensive stocks. If it fits the 
theme of the advertising, newsprint 
will bring special attention in mag- 
azines with the remainder of the 
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pages on coated stock, for one ob- 
vious example. 


>In many cases advertisers resort 
to attention-getting gimmicks that 
have no direct connection with the 
company’s product. This was the case 
with a “stopper” insert used by 
Wings Shirt Co. The insert, which 
was prepared by Zlowe Co. (New 
York), ties in with the “out-of-this- 
world” theme that Wings features in 
its advertising. The copy showed a 
planet and stars against a blue back- 
ground, while the gimmick is a ring 
around the planet, like a ring of 
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Saturn, that is flocked with spark- 
ling aluminum granules. 
CBS-Columbia used a _ special 
four-color, fold-out insert in Elec- 
trical Merchandising to dramatize 
features of its 1955 tv line. When the 
insert is opened a tv screen with 
movable station finder opens up to 
fin, 
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the view. The same technique also 
was used in an insert in Broadcast- 
ing, where a fold-up resulted in a 
tall tv tower. 

In another case, Ziv-tv used a wire 
pop-up with a Bob Hope head at- 
tached to it. The attention-getting 
insert appeared in Sponsor, Broad- 
casting and Radio Daily. 

In several cases, advertisers capi- 
talized on the then-current 3-D 
craze as well as the more lenient post 
office thinking to attach 3-D 
“glasses” to inserts featuring 3-D 
product illustrations. One of these 
inserts appeared in September, 1953, 
AR. Although not actually an in- 


sert, Institutions featured an entire 
3-D section, including eight ads. In 
this case, the magazine received 
special permission from the post of- 
fice department to use this presenta- 
tion technique on a “trial” basis. 

There also are instances where 
usable materials have been incorpo- 
rated in inserts. This was the case 
with an ad in Electrical Merchan- 
dising, where a Toastmaster insert 
included a cellophane sign for deal- 
ers to remove and put in their win- 
dows. The sign was perforated near 
the binding and had adhesive strips 
of tape along both sides. 

The Barber’s Journal inserted a 


FOR Hor PROTECTION 


a roe. e ieee 
ANTISEPTIC & GERMICIDE 


decalcomania in one of its issues as 
a novel way to distribute point of 
purchase material. The decal was a 
standard window transfer unit and 
was a promotion of the King Re- 
search Co., which produces barber 
shop sanitation products. According 
to the publication’s figures, more 
than 32% of its readers used the 
decal. 


>General Electric's Power Trans- 
former Department used a “talking” 
ad—a four-page, four-color insert in 
Electrical World, Electrical West 
and Electric Light & Power that is 
both a recording and an advertising 
insert. The record was used to con. 
trast sounds recorded inside and cut- 
side GE’s sound laboratory's an- 
echoic (without echoes) chamber. 
The reader merely punched out the 
paper record in the first page of the 
insert and played it on his home 
phonograph equipment. 
Interestingly enough, the post of- 
fice’s first major departure from past 


~~ 


€.£.tunes you @ os 2 power Gansformer @ the 
WORLD'S LARGEST 
SOUND LABORATORY 
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Direct mail advertising makes millions of selling con- 
tacts every day—to open doors for salesmen, to close 
sales, to build good will. The right paper is of vital 
importance to better looking, more economical and 
more effective direct mail. Ask your Oxford Merchant 
to show you successful examples of direct mail that 


helps build sales. 


TWO VALUABLE AIDS. (7) The new OXFORD SELECTOR CHART, 
a time-saving master guide to the right grade for each purpose. 
(2) The new OXFORD PAPER COST CALCULATOR for finding the 


exact cost per 1000 sheets. Ask your nearby Oxford Merchant or 
write us direct. 


SELLING 
BY MA/L 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 


OXFORD MIAMI PAPER COMPANY, 35 Fast Wacker Drive, Chicago 1, Ill. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 
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rulings also concerned the use of a 
phonograph record in an ad. In Octo- 
ber, 1953, the department approved a 
heavy stock ad with a phonograph 
record pressed into it for Fedders 
Room Air Conditioners. The ad was 
approved for second class with an 
administrative finding that the stock 
was paper within the meaning of the 
rules (previously it had been held 
that the heavy stock—almost card- 
board—was not paper and that the 
record idea was a “gadget’”’). 

Fedders-Quigan Corp. (Buffalo, 
N. Y.) recently used another un- 
usual insert to promote its air con- 
ditioners. This time it was an in- 
sert with a “secret message” blotter 
attached. When dipped in water, the 
seemingly blank blotter became a 
special advertising message. 


>A slightly different, but usable, 
gimmick was the postage-paid reply 
card incorporated in an insert by 
Fresh’nd-Aire Division of Cory 
Corp. (Chicago), manufacturer of 
room air conditioners. It is interest- 
ing to note here that this particular 
insert was printed on stock of a suf- 
ficient weight and texture to “make 
the magazine open automatically to 
our insert pages,” in the words of 
the company. 


was the incorporation into its ad of 
an actual sample of the product ad- 
vertised by Aircraft-Marine Prod- 
ucts Inc. (Harrisburg, Pa.). The in- 
sert, a special two-color, 114%4x114” 
single page, appeared in Electronic 
Design and had an actual 434” taper 
pin with ring tongue terminal at- 
tached to it with Scotch tape. 

In this particular case, post office 
authorities were faced with an out 
and out sample of an actual product 
and hitherto to incorporate such 
matter in second and third class pub- 
lications was strictly verboten. How- 
ever, Electronic Design is a con- 
trolled circulation magazine, hence 
classified as merchandise, and this 
factor undoubtedly influenced the 
department’s decision. Note, how- 
ever, that permission to incorporate 


Probably the most recent dra- 


the sample was granted the publi- 
matic use of an imaginative insert 


cation for this time only. 44 
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Here’s a brand new text and cover paper... 
a beautiful, practical Paper with a Purpose. 
Shalimar’s distinctive, delicate texture, excit- 
ingly different “bold pastel” colors and truly 
brilliant white create a handsome background 
for contemporary design and high quality 
reproduction. 

It is ideally suited for folders, menus, book- 
lets, tent cards, accordion folders, self-mailers, 
announcements and die-cut sales promotional 
material. 

Call your paper merchant for samples of 
Curtis Shalimar. He’ll be happy to send you 
sample books, layout size sheets or made-up 
dummies to fit your specific need. 


CURTIS PAPER COMPANY 


NEWARK, DELAWARE 
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New Attitude 


Postal Officials Aim: 
‘Get Out of the Way’ 


By Stanley E. Cohen 
AR Washington Editor 


While some of the red tape that 
tended to stereotype the advertising 
pages of periodicals has been stripped 
away by the new Postal Manual, a 
lot more of it is being eliminated 
every day by enlightened adminis- 
trative rulings. 

Some types of innovations, such 
as paste-ons, deckled edges, and 
fold-out-and-ups, considered “ille- 
gal” only a few months ago, are of- 
ficially approved in the Postal Man- 
ual. Others, such as ads printed on 
polyethylene and aluminum foil have 
been “legalized” through reversals of 
long-standing administrative rul- 
ings. 

The best way to sum up the new 
attitude at the post office is to say 
that the department wants to “get 
out of the way” whenever it feels it 
can. As one official puts it, “Our job 
is to see that third class matter pays 
the third class rate, and that only 
second class matter gets the second 
class rate. We ought to give the ad- 
vertisers just as much freedom as 
we possibly can.” 


> Within that general principle there 
is still a lot of room for disagreement 
over the classification of individual 
ads, but more and more the issues 
are being resolved in favor of the ad- 
vertiser. 

“In these borderline cases, the best 
thing to do is come and see us, or 
write us,” says Ed Riley, chief of 
mail classification. “As these rules 
change, there inevitably are situa- 
tions which cannot be anticipated.” 

The problem, as officials see it, is 
to give advertisers more freedom, 
without converting periodicals into 
catalogs. In the new Postal Manual 
the department warns, “The total 
number of novelty pages in the copy 
of a periodical may constitute only a 
minor portion of the total pages. An 
excessive use of novelty pages may 
give a publication the characteristics, 
both as to format and purpose, of 
books, catalogs, or other third or 
fourth class mail.” 


> Because the law specifies that sec- 
ond class periodicals must consist of 
bound paper pages, administrators 
insisted on keeping out unusual ma- 
terials, such as metal foils or heavy 
stock. Under the old regime a match 
would be applied to a page . . . if it 
didn’t burn, it was a metal foil, and 
inadmissable in second class. Heavy 
stock would be dissected layer by 





Prominent Users of Strathmore Letterhead Papers: No. 115 of a Series 


Like an ancient and 
beautiful Spanish castle, 
the towers of the famous 
Hotel Ponce de Leon rise 
above the lush Florida 
setting of the oldest 

city in the country! 


where QUALITY spends the winter 


The Hotel Ponce de Leon in St. Augustine has been one of the most 
popular resort hotels in Florida since it opened in 1888. Built by 
Henry M. Flagler, it was the first of the luxurious hostelries which 
helped make the East Coast of Florida a wintertime vacationland. The 
Hotel Ponce de Leon, with its Spanish Renaissance architecture, its 
spacious tropical gardens, its excellent accommodations and service, 


is unique among the distinguished hotels of the country. 


Naturally, the Hotel Ponce de Leon uses equally distinguished ap- 
pointments for its guests’ convenience. For example, a Strathmore 
letterhead paper was selected for stationery because of its expressive 
nature and distinction. 


The many prominent institutions and firms which have chosen 
Strathmore Papers have very wisely realized that quality paper adds 
intangible importance to every message. They have made the 
Strathmore reputation for quality a part of their own. Ask your 
supplier to show you how your own letterhead design looks on 
Strathmore. You, too. will discover that a letterhead that says quality 


is a business asset! 


STRATHMORE LETTERHEAD PAPERS: Strathmore Parchment. Strathmore Script. Thistl 


stlemar 


Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westtield, Mass 


STRATHMORE THIN PAPERS: Strathmore Parchment Onion Skin, Strathmore Bond Onio 
Skin. Strathmore Bond Air Mail, Strathmore Bond Transmaster, Strathmore Repl 


STRATHAM OTE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company. West Springfield. Massachusetts 
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§-T-R-E-T-C-H | that STAMP 


Tell more — show more — sell 
more — save more on Brownville’s 
3 fine lightweights. Tell the complete 
sales story and get plus mileage on 
premium postage. A 17 x 22 Sea 
Foam broadside rides free in regular 
mail. A versatile printers’ paper, 
Brownville handles well, produces 
top-quality color jobs. Ask your 
printer to show you — 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuffers, 
broadsides, folders, etc. 


ST. LAWRENCE OPAQUE — a 12 Ib. light- 
weight bond with opacity and economy 
of weight. Unexcelled for snap-outs, 
multi-copy forms, booklets, price lists. 


STARLITE OPAQUE BOOK —a strong new 
30 Ib. lightweight book with maximum 
opacity for fine color work. Tops for pack- 
age inserts and brochures. Dull or Gloss 
finish; Gloss takes up to 100-screen. 


SEND FOR FREE 
SAMPLE BOOK 
OF EACH PAPER 


Please address Dept. C-2 





OPAQUE 
PARCHMENT 


Is the answer for those Cata- 
logs, Sales Manuals and Rate 
Books where bulk is an impor- 
tant factor. Strong and durable 
with high opacity, for two side 
printing. Excellent for both letter- 
press and offset, reproducing 
line, halftone and color work 
with high fidelity. Write now to 
Dept. R for your FREE Opaque 
Sample Kit, showing the Cockle 
and Smooth Finishes. 


MILLERS FALLS PAPER Co. 
Millers Falls, Mass. 
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BROWNVILLE PAPER CO. 


The Mill of Fine Lightweight Papers 
Bridge St. Brownville, N. Y. 
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Papers & Cardhoards 


guarantee superior print- 


ing surface, wider, 
brighter color range, 
lowest cost. 


Write TODAY for samples 
and complete information. 


RADIANT COLOR CO. 


830 Isabella St., 
eae Oe 


Manufacturers of VELVA-GLO 
Fluorescent Papers +» Cardboards 
oat) ee 
Signcloth 
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layer. If the number of layers was 
determined to be excessive by the 
administrators, the ad was inadmis- 
sible. 

Because the law specified that pic- 
tures could be pasted to editorial 
pages, administrators deduced that 
this excluded anything pasted to ad- 
vertising pages, a ruling which has 
been abandoned by the new admin- 
istration, much to the benefit of in- 
genius creative people. 

As its stands now a periodical 
passing at second class can contain 
ads die-cut or deckled edged, fold- 
outs of all types, pages of specialized 
materials (so long as they have 
printing on them) and paste-ons 
(which have printing on them). 


> Controlled circulation periodicals 
can contain all these types, plus 
others. Since controlled circulation 
is third class (merchandise), ads in 
these publications can even carry at- 
tachments of merchandise to a lim- 
ited extent. Mr. Riley cautions, how- 
ever, that this is one of the remain- 
ing areas of uncertainty. One adver- 
tiser was recently allowed to use an 
ad with a wire taper pin attached. 
But the department still draws the 
line against swatches of material, and 
anything that might use the maga- 
zine as a device to distribute sam- 
ples. Ads involving samples gener- 
ally have clearance trouble. 

Though officials don’t like to ad- 
mit it, there is still some uneasiness 
over wording of some ads. They 
don’t like the expression “this is a 
sample” to appear in the text of an 
ad... it too obviously states that 
the ad is merchandise which ought 
not to be passing through the mail at 
second class rates. One ad stated 
flatly, “Detach this paste-on and 
use it for a sign.” Here again a pit- 
fall: the bald statement that mer- 
chandise was attached to the page of 
a periodical passing through second 
class. 

Though many types of novelty 
pages and materials are acceptable 
today, officials get upset if there is 
printing on only one side. So a tip: 
print on both sides, and avoid un- 
necessary argument. 


> Whatever is written on this prob- 
lem today will be only partly true 
tomorrow. The trend is toward 
greater flexibility, and many of the 
inhibitions that remain today are 
likely to disappear in the not too 
distant future if the present admin- 
istrative philosophy is followed. 44 


There’s Still Time .. . If you haven’t al- 
ready entered AR’‘s contest to add ‘Tip 
102” to the list appearing in the February 
issue, you have until March 1. See page 
42, February AR, for full details 





The radio jingle is enjoying a 
healthy revival. AR asks three ex- 
perts in the production of musical 
commercials for some tips on 
money-saving and quality-assuring 
techniques. 


By Maurine Christopher 


The radio jingle, which went into 
a mild recession in the early boom 
days of television, is enjoying a 
healthy revival. 

Everybody from cigaret to car 
makers is singing out his sales 
message. Even more or less staid ad- 
vertisers like Radio Corp. of Amer- 
ica, which used to consider such 
techniques beneath its dignity, have 
selected the musical approach to get 
its product sell across. 

As the airlanes get more crowded 
with singing salesmen, it becomes 
increasingly difficult for an adver- 
tiser to come up with the kind of 
jingle that is new and fresh enough 
to be attention-getting. And if the 
budget is the sort that calls for cut- 
ting corners, the problem is even 
more acute. 


>Sponsors might well profit from 
the advice of men who have been 
beating out some of the catchy sing- 
ing commercials of recent vintage. 
To get some how-to-save-money- 
while-producing-top-grade-jingles 
tips, we consulted two agency men 
and a commercial producer. 

David Lippincott, who writes com- 
mercials for McCann-Erickson cli- 
ents, offered these suggestions: 


1. Arrange agency and client meet- 
ing with producers far enough in 
advance to go over every bar of 
the musical arrangements. Changes 
that have to be made in the record- 
ing studio cost money. 


RADIO & TV PRODUCTION 


The Return of 


Jingles 


Radio 


2. If special effects are planned, 
iron out the technicalities involved 
ahead of time. If necessary, hire a 
studio and run through the special 
effects before the recording date. If 
real tricky, they never work the first 
dozen or so times . . . and if they 
haven’t been perfected in advance, 
you're paying studio, orchestra and 
singers’ time charges. 


3. Record announcers and singers 
at different times in different studios. 
Small announcer studios cost less 
than those with facilities for record- 
ing singers. 


4. If a spot is complicated, make 
work sheets showing the order in 
which specific sections are to be re- 
corded, and then check the sections 
off as they are finished. It’s very 
easy, and very embarrassing, to find 
that you’ve left out a couple of words 
when the spot is played in an agency 
meeting. 


5. Try to keep the announcer’s 
voice in the clear so that later copy 
changes won’t necessitate the com- 
plete reproduction of the spot. 


6. Make a study of the individual- 
ity of your singers; this will give you 
a better idea of what each of them 
can do. 


7. Use “color” instruments to save 
money on musicians. A four-piece 
rhythm section and a singing group 
sounds like a four-piece rhythm 
section and a singing group, but a 
four-piece rhythm section plus a 
harp and a singing group sounds like 
a full orchestra. 


> Joe Hornsby, who dreams up com- 
mercials for Batten, Barton, Durstine 
& Osborn, gives a couple of tips in 
a similar vein: 


1. Cut that copy before coming to 
the recording studio. It costs money 


to keep singers, musicians, actors 
and announcers waiting while you 
cut and change copy in the control 
room. Get an exact timing on it be- 
fore you start. 


2. When doing a number of spots 
using the same song, record the song 
first. Then you can let the singers 
and musicians go and edit the song 
with the announcer copy later. You 
can even save rehearsal money on 
the announcer by having him come 
in at your estimated time of finishing 
the musical commercial. 

>From Frances O’Brien, public re- 
lations director of Goldswan Pro- 
ductions, producer and creator of 
singing commercials, comes this ad- 


vice: 


1. When the lyrics and music have 
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in coverage 
throughout the advertising industry 


j 
Advertising Publications, Inc. 


Advertising Age 

The National Newspaper of Marketing, reaching, every 
Monday, the largest audience of advertising and 
marketing men who count in the 

determination of over-all 

marketing policy. 


ME), Medico: 
wiih 


Industrial 
Marketing 


The magazine of selling and advertising 
to business and industry, exclusively 
directed to the job-interests of the men who 
make industrial advertising and influence 
| its use in over-all sales strategy. 


Advertising 

Requirements 

The workbook of advertising management and of those 
advertising “doers” concerned with promotion, production 
and merchandising, leading all advertising 
journals by far in coverage 

of advertising managers. 
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API circulations 
Advertising Age 


Industrial 
Marketing 


Advertising 


Requirements To do a blanketing job of coverage of all kinds of advertising and 


marketing executives, use all three API publications — earning 
yourself lower frequency rates while delivering your message to 
well over 60,000 readers. In coverage and in influence, API delivers 
your biggest single sales package. 


Advertising Publications, inc. 


ADVERTISING AGE * INDUSTRIAL MARKETING + ADVERTISING REQUIREMENTS 
200 EAST ILLINOIS STREET © CHICAGO 11, ILLINOIS © DElaware 7-1337 


*ABC average total 
paid, 6/30/54 
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“Beat-Treat, Buy-Try’ School Outmoded; 
Radio Jinglesmiths Go Polysyllabic 


Frances O’Brien of Goldswan Produc- 
tions sees the end of the doggerel days 
for jingles as the polysyllabic writers 
and skilled arrangers take over. 

As examples of the new approach in 
singing commercials she cites last year's 
Mercury couplet: 

“Let me add that I'm also ecstatic 

about the drive called Mercomatic.” 

And Chrysler's equally tricky lyrics: 

‘And the moment that I stepped inside 

I knew I'd found love at first ride.” 

She points out that hep lyricists know 
that certain consonants, like the liquid 
I's, r's, m’s and n’s roll easily on the 
tongue, while others like p, b, d, t, close 
the lips at the end of a word, forcing a 
stop, and that too many s’s end up ina 
hissing sound. 

In a commercial lyric every word must 
come across, separate and distinct, but 
the vocalist can't achieve this effect if 
the lyricist ends a word with an n and 


been completely approved, plan and 
time—outside the studio—the musical 
theme, sound effects, if any, and the 
announcer’s message. This will save 
talent and production costs. 


2. Hire well-trained singers, pref- 
erably those experienced in musical 
commercials. They know how to sell 
and their savvy and speed will help 
to save the client money. 


3. Select an experienced producer. 
He too can save you money by ef- 
ficiency gained through experience. 


Many of today’s hit jingles are 
doing double duty on radio and 
television. And the trend toward the 
musical treatment seems likely to 
continue if the listeners still feel as 
they did a few years ago when Gal- 
lup & Robinson found them strong- 
ly in favor of vocalized video com- 
mercials in preference to straight 
talk. 44 


Slide Chests Offered 


Two new portable chests for com- 
pact filing of automatic slide changer 
magazines have been announced by 
Brumberger Sales Corp. (Brook- 
lyn). The all-steel chests feature an 
index chart for quick slide identifi- 
cation and a folding carrying handle 
for portability. 


One model, priced at $5.95, holds 
12 Airequipt or LaBelle 6” maga- 
zines. The other, available for $6.95, 
is for 12 T.D.C. or Viewlex slide 
magazines. 44 


Frances O’Brien 


begins the next word with an r, etc. 
For solid rhthymic effects the latest 
rule calls for the same number of regular 
strong accents in a line, with deempha- 
sis on the number of syllables to a line. 


New Animated Cartoon 
Offered to Theaters 


“The Perils of Lurine,”’ an un- 
usual animated color cartoon, is 
being offered to motion picture the- 
aters by the Pepsi-Cola Co. (Long 
Island City, N. Y.) to stimulate the 
sale of ice cream, popcorn, candy and 
soft drinks at the theaters. 

The one-minute, 56-second film is 
done in the manner of the oldtime 
thriller—featuring a hero, heroine 
and villain, a chase, gag commentary 
and piano accompaniment. A 20- 
second sales message is the surprise 
climax. 

Produced by Brandt Enos Associ- 
ates (New York) and Pelican Films 
(New York), “Perils” is designed to 
signal the refreshment break in a 
movie program. 


Oy 





PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 


Given up on prepared frisket products? 
Here’s one that really 
works! New E-Z Frisket is 


-made with a rubber base 


adhesive -that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. it 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
enuine E-Z Frisket has 
he rubber base adhesive 
especially formulated for 
retouching. Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 
Leading agencies and 
studios use the Tom- 
kins —— to make 


neat, orderl % 's : : 
“storyboards. va 

pad contains fifty Saale 
of fine white visualizers 
paper. Each sheet its 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 
FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 


the newest ideas for artists. 
Write on your letterhead. 


pita Ak 3 BRO 


REET NEW YORK 
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AR’s : 


21,000 Circulation is 

Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, 


materials, equipment, 


supplies. 


Get in AR! 


Now .. get movement on your TV slides 


for almost the same cost as still slides. 


It’s a new trend inspired by Fiimack - 
pioneered - stop- motion techniques. 


Contact Filmack for all your TV film problems! 


PRY Sey del) ii 


Chicago 5, Illinois 


EGY 


10 Seconds 


Plus small cost 
of reproducing 
your art 


SEND FOR 
SAMPLE REEL 


630 Ninth Ave 
New York, N.Y. 
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Pian to Attend 
The Ninth Annual 


Admen... 7 — ; | : “ POINT- OF - 
Agency Men... -— — 
Sales Managers . . . (ON PURCHASE 
Merchandising Managers .. 2 ola 4 ADVERTISING 


Salesmen... 
NATIONAL EXHIBIT 
and SYMPOSIUM 


THE ONLY NATIONAL EXHIBIT 
of the latest and best Window Dis- 
plays of all types . . . from all sections 
of the country. Save your time—see 


? 
annnilasceseeseces 


; a Be the many new and ingenious devices 


APRIL 5, 6, 7, 1955 : 7 y ™ aay " for increasing sales ALL IN ONE 


PLACE—AT ONE TIME! 


FREE EXHIBIT HOURS 
Tuesday, April 5—10 AM-6 PM 


| Palmer House, Chicago, Ill. 


4 Rca, Wednesday, April 6—10 AM-8 PM 
" a P ; Thursday, April 7—10 AM-6 PM 
3 Idea-Packed ‘pes 

: 1. POPAT Annual Symposium-Lunch- 
eon:—In the Palmer House Grand Ball- 
room, Wednesday noon, April 6, 1955. 
Luncheon Speaker: General Carlos P. 
Romulo. Valuable door prizes. All over 
at 2:30 PM. 


2. Merchandising Forum, Tuesday, 


April 5 at 2:30 PM—Moderator, Ralph 
Head, Account Supervisor at Batten, 
Barton, Durstine & Osborn, New York. 
Panel includes six of the nation’s top 


sales executives. 


me, USE THIS COUPON TO ORDER YOUR 
se? Tickets NOW! 


POINT-OF-PURCHASE-ADVERTISING INSTITUTE, Inc. 
11 West 42nd Street, New York 36, New York 


GENTLEMEN: Please send the following tickets: 
____ April 6 Symposium Tickets, including Luncheon 
at $7.50 each. Palmer House Grand Ballroom. 
My Check is enclosed. 
FREE Tickets for admittance to Exhibit of Point- 
of-Purchase Displays. Good all three days—April 
5, 6, and 7, 1955. 


NAME : TITLE 
COMPANY 
STREET 


ZONE STATE 
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Persuasive . . 


Playing the role of counsellor to retailers, Capitol Records urges 


them to convert to self-service to boost sales. Here author Rice shows the minia- 
ture replicas of equipment that help persuade retailers to remodel. 


By Frederick H. Rice 
Display Manager 
Cezpitol Records Inc. 
Hollywood 


At Capitol Records, about four 
years ago, we awoke to some stark 
facts. All our sales promotion and 
advertising efforts seemed to end in 
a cold trail at our record dealer’s 
door. Inconvenient, uninviting shops 
with colorful albums hidden high 
on dusty shelves greeted the music 
lover in search of records. Little 
wonder he would make his purchase 
and leave on the double. 

We were aware that this was not 
the case with a few of our more pro- 
gressive retailers whose open dis- 
plays invited customer inspection. 
Here, turnover was rapid, sales 
sharp. With study, questionnaires 
and research, we learned that shop- 
pers who were permitted to browse 
and listen to records without the an- 
noyance of a nudging clerk at their 
elbows walked out with an armful of 
albums and records. 

Self-service could double and even 
quadruple sales. Our problem was to 
persuade dealers to give the idea a 
try. This is not as easy as it might 


seem. Shopowners comfortably 
grooved in their own set path can't 
see a change—even for the better. 
Those barely making a profit hesi- 
tate to invest money in new fixtures 
or stock. Those doing fairly well see 
no need to improve. 


> Capitol has actually assumed the 
attitude of a counsellor. The com- 
pany wants to help retailers become 
strong, independent and _ healthy. 
Ever watchful, the company nurses, 
coaches, encourages and advises 
dealers who ask for help. 
e Results: Approximately 25% of 
Capitol dealers have _ successfully 
converted to self-service, with an- 
other 25% in the process. 

The program for educating and 
helping our dealers has gone in three 
directions. 


1. Teaching our own sales personnel 
the advantages of self-service so 
they in turn can convince dealers. 
2. Directly creating a desire in the 
dealer for self-service through pro- 
motion pieces and news services pro- 
vided by the company. 


3. This is the most important assist- 


WINDOW & STORE DISPLAYS 


Titel Cl fecal 


REG. U.S. PAT. OFF 


ance we've given, I believe: creating 
modular self-service display units 
which dealers may buy or earn as 
bonus, plus aid by our staff in plan- 
ning a remodeling job. 


> Once a dealer is persuaded to re- 
model, our company on request will 
provide a photograph showing ex- 
actly how his shop will look after- 
ward. If anything encourages him to 
convert to self-service, it is this vis- 
ual proof. 

Getting a photograph of a shop- 
to-be is not as difficult as it sounds. 
We developed white cardboard mini- 
atures of our self-service units in- 
cluding browser boxes, stands, listen- 
ing booths and display racks. Mark- 
ing off an 8x11’ ping pong table into 
one inch squares (representing one 
foot of store length to one inch), we 
set up units according to floor plan 
provided by the dealer. An enlarged 
shot gives you an excellent idea of 
what the shop is going to look like 
and convinces the dealer as words 
never could. 


>Our sales distributors are very 
much aware of the advantages self- 
service gives both dealer and shop- 
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per. When the salesman sees one 


his accounts slipping behind in sales 


or not achieving his potential 
First he that 


just browse! 


gets busy 


urges 
dealer try one 
which he doesn’t even 


He can get it for a bonus 


The modular browser box is Ca 
tol’s pride. It is adjustable—mad 
hold albums and records of all si: 


A false 


ords to 


] L 
laCKINZ 


bottom pe rmits even ‘ 
reacn 


countel 


Space put bro\ 


on wrought iron stands and set ther ily presents the answers to every 
in the center of the shop lealer’s probl ms. From its first page 

Results are dramatic. The brows it details the results of surve Vs tnat 
box is emptied, refilled emptied provide the solutions to such ques 
again with such rapidity that the tlons as 


f \ v at : ~[ 





cf ‘ 

(ERE yS ADDED 

imsU 

EASE D AYS 

ForSa small additional 
cof, TWIN-STICK 301 


on the back of easel dis- 


plays allows the display 

to be mounted on any _ 

vertical surface when ADHERES ) b| RUBBER PRODUCTS co. 
counter space is not TO ANY WEST FULTON STREET 
available SURFACE utd e CHICAGO 6 ILLINOIS 


ee 


rae 
f° on 


nave to Duy 


unihMed height. Sh¢ 


SYNCHRON TIMING MOTORS 


ol dealer is soon convinced self-sery Ice 
adds up to profits 
ne 
tne > The sales distributor now is ready 
box to persuade his dealer that recon- 
version ro. complete self-service 
will net hin doubled tripled oO! 
pi- quadrupled profits. Capitol has pro- 
to vided ammunition for persuasion. It 
Les s “An Analysis of Self-Service in 
rer Records’, prepared by Capitol Re 
DS ords merchandising division 


The 36-page brochure dramatic 


VA hawt A 


a ee 


SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 
Stet iby 


strong adhesive tack over- 


comes board warpage. 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 
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SYNCHRON 
CLOCK 
MOVEMENTS 



































re | You can get practically any mo- Accurate, dependable service in 
7. tion desired in action displays by advertising clocks up to 26” 
ie using SYNCHRON Timing Motors diameter. Self-starting, with life 
: turning pages of jumbo time lubrication, rear or bottom 
" books, operating turntables, and set, with or without dustproof 
i similar jobs calling for high power covers. Easily mounted in any 
i at slow speeds. Operate without position. Synchronous operation 
‘ vibration in any position. De- for maximum accuracy. Teeter- 

pendable, adaptable, long-lived. totter and other special move- 

ments available. 
Factory Representatives — 

Synchron Timing Motors are guor- 


anteed to pull 8 in. oz. at 1 RPM 
Available with gear trains to convert 
ony speed. Contact a HANSEN rep- 
resentative or write for engineering 
data and detailed information 


HANSEN MANUFACTURING, INC. a 


March 


1955 
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HANSEN 


WESLEY & FROMM 
5254 W. Madison St., Chicago 
R H. WINSLOW & ASSOCIATES 
123 E£. 37th St, New York, N.Y 
W. H. GOEBEL 
225 W. 23rd St., Los Angeles, Calif 


SINCE 


1907 








Princeton 11, Indiana 
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e Where is the best location 
self-service store 

e What is a logical siz 

e What display fixtures a 


mercnandislir albD 
© What type of 
best for Singles 
e What type 
best? 
e How ‘ 
ell é 
Thes by 19 
é 
th ‘ There 
I yt 
( r 
>'T 
.; i 
' t ‘ 
lit Cc 
Se 
lr 
C t ‘ t 
t 1 ‘ 
r lr 
aed ¢ t 
or exe 
Thes 1é 
th title St t t 
it t t 
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} ye” ¢ 
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at 


Special Set-ups 


HANKSCRAFT 


DISPLAY MOTORS 
SELL MORE 


WHISKEY * 


This Jim Beam “toast” is getting 
plenty of attention — and boosting 
sales everywhere. Another famous 
name in action with low-cost, trouble- 
free Hankscraft display motors. 
Operates for weeks without attention 
—and ona single flashlight battery. 


FREE BOOK! 16 paces of detailed informati 
drawings on 11 basic Hank 


a free en 


THE HANKSCRAFT COMPANY, Dept 
. : : - REEDSBURG, WISCONSIN 
Jim Beam bottle swings, : ae 


pointing out variety of 
appropriate drinks. 


a 
3) r James B. Beam, Inc yj 


| 
| 
NeensNe @eoue : 
| 


Please send me FREE manval on 


Sales Offices in these principal cities 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DA 
TORONTO (Onteric © SAN FRANCISCO (Erlach Lee Compeony 


LLAS 
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the P.O.P. 


Titel mude Ld LL ott 


all over! 





WhGhay 


AD-ST 


yey" 
@ The Magic Plastic Decal! 
@ Any Size! Any Shape! 

@ Sticks by molecular attraction! 






EASY ON! 


fing pr 
e ger press 


no g no moisture 


/] 


/ 


only decal 





Here's the thet needs no 


preparation—a child can put it up in less 
than three seconds. The only decal without 
glue or sticky substance on the back 

That's 


yet sticks forever why more na- 


tional advertisers insist upon AD-STIK! 


ONLY AD-STIK GIVES YOU 
SO MANY PLUS FACTORS! 


® Sticks to glass or any non-porous sur- 
face. 

° Takes only three seconds to apply. 

© Requires no water or give. 

® Sticks and prints on both sides. 

@ Baked enamel colors—can't fade or 
scratch. 

* Can't foll off, wash off or rub off —it's 
indestructible. 


HUNDREDS OF USES 
Store windows, doors, counters, walls, 
soda fountain mirrors, bar backs, show 
cases, appliances (refrigerators, washers, 
etc.) and hundreds of others. 
REPEAT ORDERS FROM 
Camel Cigarettes, Calvert, Westinghouse, 
Mobiloil, Anesco and hundreds of others 


IN NEW YORK 


1170 Broadway 
New York 10, N.Y. 
(MUrrayhill 4.3294). 





The AD-STIK Company 
5852 Centre Ave., Pittsburgh 6, Pa. 
(EMerson 2-2600) 


RUSH AD-STIK SAMPLES, DETAILS 
Attention of 
Company 
Address 


City State 


MAIL TODAY! 


Zone 
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tv sets are sold, the vast store is 
voted to 
which total more than a million 


lars a year 


self-service 


Development of self-service 


lets is only one facet of Capitol I 


de- 


record sales, 


dol- 


out- 


> . 
LeC- 


ords’ promotion. But we consider it 
one of our most important. Were 
satisfied that the upswing in our rec- 
ord production—we added 500 new 
record packages last yeal S pro 
that it pays to take the time, effort 
interest and money necessary t 
build up retail outlets 44 
Details on Vari-Vue 
Offered by Producer 
Vari-Vue, a plastic display device 
which permits animation or a change 
of copy without any mechanism, is 
described in a sample-bearing pro 


motion piece available from Pict 
(Tuckahoe, N 


animations ache 


Productions Inc 


Vari-Vue 


are 


0 


ved 


i 


by the use of countless plastic linea: 


which 


} 
1ienses 


m il 
mages laminated behind them 


separate the 


tures and/or messages 


tiple 


Pic- 


cnange con- 


tinuously by variations in the angle 
ot view 

The device can be isea to demon- 
Strate products show before-and- 
after views, change facial expres- 
sions, flash from art to copy, change 
copy messages flash bac Kgerounda 
color changes, et It can be applied 


to such display requirements as shelf 


talkers, counter cards, rack heac 


change trays, merchandise disper 


lers 


and cash registers or wall plaques 


Vai i-Vue 


twist to premiums, promotion 


convention badges, calling 
Art 
halftones o1 


both. Sizes range from 1 


rect mail, et can include 


cuts, combination 


to appr 


caras, 


also can give a novelty 


{ 
ana 


di- 
line 


s of 


OX1- 


mately 11x14” in rectangles, squares 


circles oO! any practical dis 
shape 
The Pictorial Productions lit 


1 : 
also describes 


ture 
application of 


Colortrans, 
Vari-Vue to ilh 


1ated, three dimensional display 


t 


full color 


3 


Peg-Board Kit Makes 
Variety of Displays 


A new easy -to-assemble kit, « 
posed of Masonite peg-board pa 
is being produced by Design & 


duction Inc. (Alexandria, Va.) 
units are suitable for a variet 
display uses—table tops, 


walls, windows and other locat 


era- 
the 
imi- 


om- 
nels 
Pro- 

The 


y ol 


counters, 


10ns 


Packed in a carrying case with a 
handle, the kit includes three 24x32 


Masonite peg-board panels, 
lacquered on both sides in diffe 


colors. The panels are intercha 


each 
rent 
nge- 





with KLEEN-STIK 


Quick, Henry—the KLEEN-STIK ! 


Don’t tear your hair when you're 
faced with an ‘impossible’? P.OLP. 
display or label problem. Just call 


for KLEEN-STIK —the pressure- 


that 
No 


fast, eusy,. 


adhesive 
anything? 
strain—just 


“miracle” 
practi ally 
pain, no 


sensitive 
can do 


effective results! Look how these 
advertising genii solved their 


*stickers”’: 


a ea Ob) 





case $250 Fiasn $4.00 


Easiest 


easnane te 





The Tax 
Got the Ax... 


When excise tax 


s on cameras wer 
reduced recent ARGUS CAM- 
ERAS, In Ann Arbor, Mic! 
ilmost had to “take the ax” to ov 
$7,001 rth f P.O.P. displays! 
But Ad Manager JAMES STEEI 
tlashed”’ t th rescue witt his 
isV-on price-change label! 
KLEEN-STIK. It was simp 
peel-and-press over the old pr 
ind the whole thing was 
plished on an itnvestment of less 
than $100! LAUREN WILD 
APCO PRINTING, Ypsilanti 


iborated on the 
ing job. 


bold, 


neat print- 





Kansas Tornado 


Producing long-lasting, economical 


ind /egible wiring diagrams for a 


variety of “Vornado”? Air Cond 
tioners, Air Circulators and Heaters 
is a bit of a “twister”. But 

O. A. SUTTON CORP., of Wichit 
licked it with KLEEN-STIK 
Kromekote labels. They’ re 


‘breeze”’ to apply, and stick tighter 
than tight on the metal chassis. Copy 
is sharply silk screened in 
with a coat of clear 


added protection. WARREN 
BURDICK CO. gets credit for the 
idea, with production by WOODS 
BEETON DECALS. 


YOU, TOO, can be a “*whirlwind” 
in the P.O.P. and labeling field, by 
capitalizing on the versatility of 
KLEEN-STIh. See your regular 
printer, lithographer or silk screener 
for a cyclone of selling ideas ... or 
write for our free “Idea of-the- 
Month”! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 


black 


lacquer for 
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Stickin’ Around iif. 


~ 
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ee tet) eet Cry 





HOLLYWOOD 






































és ADVERTISING 
re 
P. 
nn BANNER 
ie i Ra eR RP ANON crise 
at 
No 2 74 Hollywood's quarter century 
*y Know How “know how” in creating and 
se making banners is available 
tf : ‘ ib ’ 1( without obligation! 

| O ALS a A= Hollywood consultants 

will personally aid you, 
| . Plus Power wherever you may be lo- 
iadbD pe is 





cated, no matter how large 


TO YOUR or small your budget... 


| : hing nictur ‘ a from the creation of big 
pr Bea snd ep neg a : selling ideas to the finished 
j her objects to the panel YER ey te banners that will not only 
} The kit is priced at $49.50. Add win retailer enthusiasm 
nal informatior available but will -do a constant 
Wye selling job for your prod- 
uct...day in and day out 
... for a period of time 
beyond any other point- 
of-sale material! 
All this and economy, 


too, is yours when you 
call in Hollywood, the 


15,000 Expected for 
\nnual POPAI Show 


Ove 15.000 ad: 









Nation’s Number 1 
U.S ‘ Banner Resource, for 
N Ar S siu that eye-catching 
Exhil { | tof -Purchas SEND FOR ‘ must” in dealer aid 
tale 0 Cees a RE Se okey aan) oer 
1 A, 9 fiat ‘ ; 
-~_ Ba Hie an It's chock-full of point-of-purchgse 
e-< i product selling ideas and will help 
sing forum on April 6 you wrap up a successful advertising 
According to Stanley L. Wess and merchandising campaign. 
ill a The I A 








more comprehensive than in pre oe J MWOLLYWoopD 
ile ee Mee ‘ \ al ‘ Sole Makers of Famous 


- ase merchandising St \, Super-Durable 
Free tickets, good for a1 Oe GLEAM SATIN 









i , N e ee SS Advertising Banners 
ss ase A I a 
11 West 42nd St., New ¥ 


| ti Meee aoa aa Saas ARYL a 





N 7A 
SS Ma ened Lt diaerenbbtnee Pak) 4 ro u 
> i 4 > 
4c s WSPLAY MANUFACTURERS! 
. m ¢ AAEM Umea WAN 
1 - " 
by ND oe IMMEDIATE DELIVERY ‘> 
of ; S44 -\ 
, . Pi : Y ¢ PLEXIGLAS VINYLITE CELLULOSE ACETATE 
tlar \ LAE 
mer (ee \ a © 060 thru 3000 © O10 thru 125— @ Clear—Matte—Colers , 
ner | - = te \ oy ae @ Clear and Colors Sizes 20 x 50 Ce ee ee oe ee ae) 
- or ; - @ Stock and Custom 21 = 5) 40 x 50 j 
he- we went 1 Cut Sizes Oe ttt ery) @ And Sheets Cut to Any ; 
Flexible Ea # 
y eS eer v 
| é a . SSS eer TELEPHONE Dickens 2-2616 
NC. f EASTERN DIVISION | rN 
1, Yee eee TRANSILWRAP CO. 
beling All we need now is a client with a Philadelphia 40 Pa 2814 Fullerton Ave. Chicago 47, II 
-t that ls f = } i i 
: oe se WRITE FOR INFORMATIVE FREE BOOKLETS => 
ge 123 qualific Mons for more details circle 274, page 123 
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Jack J. Funk, Projectionist, in the 


W ildi ng screening roon 


WILDING SCREENS WITH AMPRO 


F ilm sroducers require all the elements of serfect Sroyection smooth threading 
I q I pro) § 

brilliant illumination and high sound fidelity It 1S important that a producer's 

prints are not exposed to even the slightest hazards of scratching or damage 


Ampro’s feather-soft aperture pressure and light sprocket shoe tension assure 


Wr f 
maximum film protection. Easy operation and outstanding performance are the saa aia eal 
two big reasons why producers... the people who really know...use Ampro 16mm ee ee ee 


tion picture 
on pictures 
f 


Sound Projectors Select from the great Ampro line for your motion picture 


and subject sy nopsts » 
requirements Call your Ampro audio-visual dealer to arrange for a demonstration Fike beahiet is free of cat 
( 
AMPRO CORPORATION ‘nites ohana 
PREcIS! N EO IPMENT 
2835 N. WESTERN AVENUE e CHICAGO 18, ILLINOIS ene. ) 
\ 
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AUDIO & VISUAL AIDS 


OF TAPE RECORDERS 
IN ADVERTISING 


The tape recorder is rapidly becoming a very important tool for 


admen. The co-author of the forthcoming book, ‘‘Tape Recorders in 


‘ 


Business,”’ tells how they can fill many advertising requirements. 


By H. Jay Bullen 


» execution 


On-the-spot tape product 
nt—whether it stores. Your investig 
questionin onsumer acceptan 
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non-purchasing purchasing 


agent 
hears a customer say about your 
product, “I fed my boy friend you 
Chunky Crinklets last week. He pro- 
posed right after dinner. We're tak- 
ing a carton on our honeymoon.” 

A facetious example—but the point 


is obvious 


> The versatility of tape recorders is 
little short of incredible. This results 
primarily from their design and con- 
struction and from the 
principles involved 


electronic 
For instance, the magnetic tape 
you record can be played back as 
many times as you have the patience 
to play it. It can be erased and rere- 
corded an number of 
(Engineers, who are noted for 
peculiar 


astronomical 
times 
their diligence in 


have played ot 


sucn 
things, rerecorded 
10,000 


times without discovering significant 


the same tape as many as 
changes in tonal quality etc.) 

There are tape machines designed 
exclusively for playing back a pre- 
viously recorded tape. There are 
machines which will repeat-play a 
infinitum 


ously or at timed intervals 


tape ad either continu- 
Machin 

are available for spec ific use as dic- 
tation recorders. Some are portable 
only if you’re the outdoor type who 
weight lifting 


small enough to put in 


enjovs Others are 


your pock >t 


> By now it is probably obvious that 


even if you think of unthinkable 


uses for tape recorders, there is one 


available to do your job. The best 
way to illustrate the point is to list 
some of the uses 

To simplify things and make it 


easy for you to see ll your favorit 


use is here, the list is presented in 
an alphabetical arrangement. Natur- 
ally there will be many not listed as 
well as varying degrees of modifica- 
tion of those that are included. The 
list will be most valuable if you con- 
sider it mainly as a springboard fon 
your own ideas and ingenuity 


e AUDITIONS If you’re producing 
a company movie, planning a series 
of radio commercials, preparing a 
strip-film presentation 01 
considering almost any type of audio 
ad program which necessitates the 
use of an announcer, narrator o1 
commentator, a tape recorder will 
help you bat 1000 in picking the right 
voice for the job 

By having each prospect record a 
portion of your script you're getting 


slide o1 


two major bonus factors on youn 
side immediately. You'll have a real- 
istic sample of the way the voice 
will sound when it eventually comes 
out of the business end of a loud- 
speaker. Also, you’ve got potential 
“alibi copy”—a concrete sample to 
present to your client or anyone in 


82 ° ar 


March 1955 





Candid Recordings Setting dealer 
nsumer reactior mple with a tar 
tr ISE tne 
you! organization Who wants to 


double check your choice of a voice 


to handle the job on which his mone; 
is being spent 
(Incidentally, 


whicn 


1¢ } ry 
you li find tnat some 


sound good 


voices 


will sound drastically different afte: 


electron tubes, coils and resistors get 


through playing with them. The re- 
verse is also true.) 
© AtR CHECKS If you foot the 


bill for a radio program, or write the 


I 
l 


have almost anything to do 


copy, o! 


with the production, you’re not hu- 


man if you don’t want to hear it 
when zero hour comes and it hits the 
ethe: 

Suppose vou get called out of town 


on a business trip during the period 


With a 


tape recorder you won't have to miss 


the show is due for release 


it Somebody can do an air check 
for you—record the program right 
off the air—on a tape, save it until 


your ! 


turn and have it warmed up 
and ready for playing when you walk 
into the offic 

Air checks have other value than 
ego satisfaction, too. You can replay 
a program or segment of it as many 
times as you wish—for analysis pur- 
Possibly the 


should be 


poses commercials 
rewritten, rearranged o1 
used in a different sequence. Maybe 
you should ask the announcer to 
make some changes in his delivery 
style. Air checks can 
of questions like these 


answer a lot 


e@ CRITIQUES How many times, 
just before a trade show or conven- 
tion, have you wished you could re- 
member the various decisions, com- 
ments and plans made immediately 
after last year’s convention? 

Tape recording 


your own-—or a 


group s 


exhibit, 


reaction to an ad campaign 


convention, sales 


meeting 
etc., right after it happens provide 
the ammunition you need for plan- 
ning strategy the next time the sam: 
project repeats itself 

Recorded critiques played back 
weeks or months later take you back 
to the actual event much more ef 
fectively than a written, grammati- 
cally correct (often sterile) resume 
@ EAVESDROPPING This can get 
you into copious volumes of boiling 
water with the Federal Communica- 
tions Commission—if you don’t ex 
ercise good judgment. It can also get 


you some 


incredible 
information 


and 


amazing 


“horse’s mouth” which 


can be invaluable in planning an ad 


campaign, outlining a merchandising 
program or writing ad copy 
Discretion is the watchword here 
Use it and you won't be sent to the 
bastille ; 


or Invasion OI privacy and 


I 
you will get priceless informatio 
available in no other way 
You can buy battery 
portables that look like a brief cass 
You can also b ly 


will fit 


ope rated 


“midgets” whicl 


in your pocket, under you 


oatsleeve or anywhere else you pel 
sonally prefer to conceal them 
With these recorders you can 


( 


information trom the man—or woma! 


who knows whatever it is you hap 
pen to want to know. The comments 
will be factual 


candid and 


valid, be - 
want the inter- 


viewee to know he’s being recorded 


cause unless you 


he doesn’t have to find out about 
t 

You can ask customers to tell y 
what they think about your product 


You can 


success theyre ! 


ask dealers to tell you what 
} 
i 


‘7c 


} 
laving selling 


this way you can find out the fa 
about an ad campaign’s effectiveness 
a produ t's customer-acceptance 
dealer's attitude and any number of 
information whi 


. : . 
similar bits ol 


boss or client might want 


you, your 
to know 

Naturally if you ever want to 
the recordings outside your own o 
ganization, you'd better go back 
and get 


(Often it’s 


the source written permis- 


sion not as hard as y« 


might think it would be.) 


e IpEA SESSIONS It’s generall; 
conceded that two heads are bette 
than one—unless they're attached to 
the same neck. Ideas beget ideas. No 
one person has a monopoly on ideas 
One person often comes up with an 
idea that is basically phenomenal 
Someone 
else in the same room often can pro- 
vide just that 

A tape 


but it needs development 


“development.” 
recorder running at an 


“idea session” attended by depart- 
ment heads, the advertising staff, o1 


an agency-client conference, makes 











gr 


Ing 


CTadil 
bett 
ied t 
as. No 
ideas 
ith an 
enal 


neone 


1 pro 
at afl 
epart- 


aff, o1 
makes 





| 


2 


|e naqdowet 
ak 
922200088322 
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Customers to reach? Salesmen to teach? 


SELL 'EM AND TELL'EM WITH THE TDC STEREOTONE 


er is anew kind of travel 


Sell & Howell's TDC Portable Stereotone Tape Record 


ing sale “mal He re sa lig twe igh t. hard working instr ime 


nt to convince buyers. 


imspire the sales foree An audience re sponds with opel 


ears to realistic sounds 


from its 10” speaker. Amplifier has 8-watt power to deliver 


vour message througl 


mut large rooms. Features like three-motor drive and electric braking 


give hig 
quality performance 
Anvone can use the Stereotone because pushbutton controls are so perfectly 
foolproof. For the businessman who gets around. the TDC Portable Stereotone 


is a new tool of communication. At leading photographic dealers. $249.50 


write Bell & Howell. Dept. A-1. Chicago 45. Illinois 


For full information 


experience leads to Bell & Howell 
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BELL & HOWELL MUSIC FESTIVAL 


with “Miracle 2000” sound system for vo 


conterence room or vour own | Vil roo} 


Mahogany. $299.50: blond 


raK SOLO 
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an ideal idea-stimulator. The think- 
ing of everyone is consolidated in 
one neat package. It’s possible that 
nothing specific, concrete or final 
may come out of the first such ses- 
sion—BUT—with a tape to play over 
and over, it’s possible to follow the 
development of the spontaneous, off- 
the-cuff thinking of a 
group 

Tapes like these make excellent 
fuel for the ad manager or account 
exec who's saddled with the chore 
of “kicking around” the ideas dis- 


combined 


cussed and coming up with a recom- 
mended program 


e INTERVIEWS WITH DEALERS This 
category is loaded with possibilities 

In this case we're not talking about 
the “eavesdropping” 


type of! inter- 


view. This one is for publication 
audible publication 

Suppose you're considering a ma- 
jor overhaul of an ad campaign o1 
a radical redesign of your product, 
its package, or its price. Should you 
or shouldn’t you? Are dealers satis- 
fied or dissatisfied? Do they want the 
status to stay quo or would they like 
a change? You may or may not have 
a preconceived idea of the answer, 
but either you don’t want to o1 
someone won't let you spend money 
without some kind of proof positive 

You can use the finished tapes to 
sell new dealers, to convince your- 
self (or others) of the wisdom of 
your plans or the need for a change, 
or to provide fuel for an almost- 
empty idea larde: 

Modifications of this technique are 
limitless. The point is, tape record- 
ings are easily obtainab'e and they 
provide highly tangible, factual, first 
person records of an existing situa- 
tion 


e@ INTERVIEWS WITH USERS Basi- 
cally the idea is the same as the one 
above. In this case, however, you're 
hovering around home plate 

Authorized tape interviews with 
your customers can serve you In two 
ways: they can be used for verbatim 
inclusion in an ad campaign and they 
can be used to show you where yout 
present tactics are succeeding or fail- 
ing. Also, if you’re looking for new 
outlets for your products, there’s 
nothing like a satisfied customer tell- 
ing of his satisfaction to convince 
someone that he too should carry 
your product or carry more of it if 
he’s already on your list 


e LIAISON Instead of having a 
stenographer record a conference in 
shorthand and type verbatim tran- 
scripts for your branch offices, why 
not tape record the session and send 
the tape to all branches, simultane- 
ously? This eliminates a lot of pape: 
work and leaves the steno free to 
finish last week’s letters 
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Talking Products Tape recorders hav 
made almost anything ‘‘talk Sound 
n an endle tape t activated by 
€ a witcr wher efrigerator 4 
pe t } 


There’s one extremely significant 


advantage a tape recording will have 
over a written transcript; it’s much 


more 


personal and will therefor« 


have much greater impact on those 
Hearing the staff in 


the home office cuss and discuss a 


who listen to it 


project will arouse a lot more in- 


terest—and attention to details—than 


will a written account of the proceed- 


ings 

The listener can do a bette: job 
of interpreting the basic significance 
from the 
tions and nuances of the speaker He 


of various points inflec- 
can't get these off a piece of pape: 
To get academic for a moment, a 
recording can do a lot better job of 


generating empathy than a carbon 


copy can 


e MarKet RESEARCH 
place 


Here's one 


where a tape recorder can 
really hold the spotlight. “Interviews 
in depth,” 


whateve! 


“group exploration” o1 
term you choose to call 
this technique, is becoming as much 
of an essential in advertising as is 
the charcoal gray suit to Madison 
Avenue copywriters 

For interviews in depth you can't 
The interview- 
er’s attention isn’t distracted by note 
taking. The interviewee doesn’t have 


beat a tape recorde1 


to slow down or repeat so that some- 
thing can be written on a piece of 
paper. The voice inflections and re- 
action time can be accurately cap- 
tured on tape. The interviewer's 
memory doesn’t have to work over- 
time to remember whether it was 
Mrs. Zilch or Miss Klutz who made 
the particular remark written on the 
back of the torn envelope clipped to 
two different data sheets 

And when you've got the finished 
tape, it can be played back once o: 
100 times; for one person or a large 
group. It’s true, the tape will have 
many unnecessary items on it—but 
it also has all of the essential items 
exactly as uttered for 
transcription to paper, if that is nec- 


they were 


essary 


e Memory MAsTEerR 
times have you been driving your 


How many 


car— to work, on a business trip, on 
vacation or to the store—when you 
suddenly thought of the solution to 
a problem you've 
weeks? Or how 


you had a sudden inspiration for a 


worked on fo: 
many times have 
new technique, campaign, sales gim- 
mick or what-have-you? It’s such 
a startling idea you're sure you won't 
forget it and you'll write it down 
the minute you get someplace whe: 
it's convenient 

And then you forget it 

A tape recorder in your car would 
have solved the 
recorded it the 


problem. If you'd 
moment the idea 
popped into youl! head, youd have 
the tape to play back when you'rt 
ready to pick up where you left off 
The recorde} 


memory 


would serve as you! 
master. You get the idea 
record it and then forget it—until 
ready to get back to it 


The same applies In you! offi 


you re 


on trains or in hotel rooms aft you 
finish making calls for the day. Good 


ideas are too hard t 


come by to let 


them vanish into limbo just becauss 
your mind—or memory—is unavoid- 


, , \ } 
ably dedicated to the particula) pro)- 


ect of the moment Then too its 
much easier to expand an idea on 
tape than it is on paper, for purely 
mechanical reasons you can talk 
faster than you can write—or type 


@e MessacGe REPEATE! Point of 
purchase advertisers can have a field 
day with this one. It so happens that 
one manufacturer markets a tape re- 
trade name “Mes- 
That's not 


being discussed at the 


corder under the 


sage Repeate1 what's 


moment. Right 
now we're talking about using any 
tape recorder to repeat a message 
continually 


intermittently 


or perl- 
odically 

By using electric eves special 

switches or timing devices you can 


make refrigerators, display 


Cases, 


“talk’ 


to customers when they open a doo1 


packages or cut-out hgures 


take down a pacKage or step on 
mat. For 


you can prepare tapes with musical 


a 
holidays o! special events 


selections with 


mercials and play them in stores, re- 


interspersed com- 


ception rooms, exhibit areas, etc 
You can prepare these tapes your- 
self, have them done commercially 
or buy them from tape libraries. Ma- 
chines are available which utilize a 
continuous loop of tape and play 
constantly until someone turns them 
off. Others play for time 
periods up to two hours and then 
have to be stopped, 


varying 


rewound and 
started again 


e Motion Picture NARRATION The 
two main uses for tape In connec- 
tion with motion pictures are adding 


sound to silent rushes to get approval 


—EEEEE 








ul n proposed narration or to provide 


on sample of the finished production 





Ou ind to add sound to finished, silent 
to ovies 
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n- rding sound on a magnetic sound 
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To get an idea of what 


Litit 


then 


1 and 


Boon for Salesmen 


The between home office and salesmer ou 
nnec- ried ut nm magnetic tape by Westerr 
dding | Lithograph Co. Here sales manager ter 


] > . 
roval tape ref 





fectively 


ities by listening 


ol 
KNOW 


what he’s you ever finished outlining an 
do, one man can be ef- 


nl 


to a tape re 


him and supposed to 


Have 


and ad campaign to a client or to one of 


briefed on his responsibil- your own vice presidents, sat dow: 


ording and waited expectantly for someone 























He'll get the benefit of the spontan- to sav. “Sounds great. go ahead 
eous reactions and questions that oc- do it,” and instead heard the words 
irred during the s« on that wi: Well, I like it but leave you 
ecorded presentation and I'|] have the rest « 
Tapes OI training Sessions are alist the board read it and we'll let y 
xtremely valuable fo eteran em- Know 
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too, because 
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s nearby 
As previously mentioned, it’s pos- TMKS 


to iers so tnat 
riggered ofl 
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@ PRESENTATIONS OF CAMPAIGNS 
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DEMONSTRATION BOARD 
BUILDS A PICTURE STORY 
AS YOU TALK 


New Visi-graph Demonstration Board makes 
a dynamic visual presentation for sales cam- 
paigns, dealer meetings, safety or educa- 
tional talks. 


To prepare a display, cut the Visi-graph 
paper to size, peel off the protective back 
ing and press the self-adhering surface 
right on the back of the picture, diagram, 
chart or slogan. Then, as you give your 
presentation, slap the pictures right on the 
Visi-graph Board at just the right moment 
in your talk. They'll stay right there unul 
you lift them off. Slogans, messages or 
charts fit into your talk and retain a visual 
story before the audience 

Complete line includes desk, floor and car 
rying case models. Write for catalog 150 


The Ohio Flock-Cote Co. 
5713 Euclid Avenue @ Cleveland 3, Ohio 
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Converts Into Actual 
Sales the Desire 
Previously Generated 
By Your Advertising 







Universal ‘‘300”’ 
AUDIO VENDOR 


y 


+ =o 


Write for free brochure. 


COUSINO, INC. 


2384 Madison Ave., Toledo 2, Ohio 
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work and in the preparation of fin- 
ished commercials 

In preparing finished commercials, 
the tape recorder adds an element of 
flexibility often required, but seldom 
available. This subject was covered 
in detail in the May °53 AR (“Tape 
Recordings Come of Age,” page a7) 
As reported in that article, which 
was based on a survey of radio sta- 
tions, tape recordings are widely ac- 
cepted as commercial copy 

In some quarters, tape recordings 
have replaced transcription discs as 
radio commercials 
One big ad- 
vantage of tapes is that they can b 


the medium fo: 
and audio copy tor ty 


edited to include different copy fo 


each market. This permits tie-ins 
with special events, economical copy 
tests, price ¢ hanges, use of colloquial 
expressions common only to given 
markets, et 


Tr ’ 
Tape recordings can also be 


used 
to give instructions to local announ- 
cers who are to present commercials 
‘live.” No matter what symbols ar: 
used, it is frequently difficult to in- 
sure just the right emphasis for your 
copy—but an inexpensive tape re- 
cording can turn the trick with a 
minimum of difficulty 

A recorder also makes it easy fo1 
you to find out whether or not the 
priceless prose you ve put on pape! 
“listens good” when someone reads 
it. Copy which looks beautiful on 
paper does not always sound ef- 
fective when an announcer delivers 
it into a mike. Testing it yourself 
before you send it to a station is one 
Way of discovering this before you! 
(and pride) 


through the ether If vou 


money floats uncom- 
fortably 
don’t like what you hear on you 
tape, you can always erase it, te 
up your copy and start ove 


@ REFERENCE DaTA OF A TECHNICAI 


NATURE How can a literary gen- 
ius be expected to coin semantk 
pearls about complicated electro- 


mechanical gizmos which make as 
much sense to him as a deepfreeze 
would to an Eskimo? The answer is 
simple—he’s paid to write copy—all 
kinds. And write copy he does, fre- 
quently in great pain and anguish 

A tape recorder could all but elim- 
inate the pain—and result in mor 
solid, effective copy 

It's becoming a common practice 
for ad managers, account executives 
copywriters, salesmen and others to 
take a tape recorder into an engi- 
neering department or the shop, push 
a mike in the face of one of the “tech- 
nical men” and say, “Talk!” 

The resulting “talk” is the basis 
for the nomenclature, terminology, 
slant and content of solid selling ad 
campaigns that make sense to the 
intended sales target. 





Retail Selling 


The advantages of a tape recorae 
are again obvious: the technical ad- 


visor does his job just once he 


doesn't have to spend valuable tims 
repeating explanations because the 
listener can play the tape until he 
understands. Listening to a_ tape 
while visually and manually inspect- 


ing the mechanical items being de- 


scribed helps the copy writer get a 


thorough grasp of his subject 


e REPORTS It's a lot simpler for 


most people to “talk a report than 


t is to write one. The odds of its be 


I more 


prehensive are ex- 





tremely ni 





somali details WwW 





could be extremely in portant to the 


home office—but which might be left 


out of a written report because of the 

time and effort involved in present- 
] 1} 

ing them on paper—will usually find 


thelr way onto tape 


The preceding refers primarily t 
reports trom the field, either fron 
{ ld | rc 
field representatives or home office 

I 
personnel on a period yUSsSINeSS 
junket 

Tape recordings are equally efl- 


fective for sending 
field 


tape. The recipient 


eports to the 
Again, all the information is on 
doesn't get a 
boiled down version, condensed pri- 
marily because of time problems and 
space limitations of the written for- 
mat 

Also field reports personalized by 
the inclusion of comments made by 
clients, dealers, customers, etc., pack 
a bigger wallop in the home office 
than written quotes in a letter 


e SALES CONFERENCES A sales 
conference is tantamount to a capital 
investment. Almost every investor 
keeps accurate records of his invest- 








d by 
e by 
pack 
ffice 


sales 
pital 
esto! 


vest- 





It's only logical that ad man- 
sales managers and agency 
nen should do tn 


nvestment and Keep records 


ed out. Otten he doe sn't 


renend the corrections becaust 


iself. H 


can argue with his instructor's or his 


h yunded different to hin 
fo)] + 
fellow sufferers’ comments. He can't 

" } } lf ? 
argue with himself on tape. It’s 
worth a test. Try it—on yourself on 


the men who work for you 





Another twist is effective too. Let 
new salesmen hear a recording made 
of a veteran in an actual selling situ- 
ation—overcoming objections, lead- 


ing the customer into the right frame 


of mind and closing a sal 


Whether 


you use slide film presentations 


@ SLIDE PRESENTATIONS 


selling an ad campaign 


product tnere will 
when you can do a better job 


accompanying nal! 


ration on 


INVERTERS 


for changing your stor- 
a 


x age battery current to 


ELECTRICITY 


Anywhere 


. in your 


ation smootned 


veness 


mounted 
rele TT Lig 
under dash 
Tamia 1a) 4 
compartment! 


especially designed for operating 
standard 110 volt A. C.... 


@ TAPE RECORDERS 
e@ WIRE RECORDERS 


for 


n the 
When used with 
‘ 


story boards, tape rec 


e@ DICTATING MACHINES 
@ ELECTRIC RAZORS 


rdeda sound el 


: . : 
fects not onlv make the tio! 


presentatio! 


EXECUTIVES 
SALESMEN 

vide the finishing touch of “realisn PUBLIC OFFICIALS 

POLICEMEN 

FIREMEN 


OUTDOOR MEN 
REPORTERS 

FIELD INSPECTORS 
DOCTORS 
LAWYERS, ETC. 


nore polished, but requently pro- 


ses the Sa it 


which ck 
e TAILORED SALES PRESENTATIONS 
See your jabber or write factory 


\ NEW MODELS 
“A” Battery Eliminators 


a personal presentation for reasons 


\ NEW DESIGNS 
DC-AC inverters 


\ NEW LITERATURE 
Auto Radio Vibrators 


American TELEVISION & Rapio Co. 
Quality Products Since 1931 


SAINT PAUL 1, MINNESOTA, U.S.A 


beyond your control. What's usually 
done is to submit a written presenta- 
tion with as many art illustrations as 
time and money permit. From ther¢ 
on you have to take your chances 


with the recipient interpreting your for more details circle 158, page 123 
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literary and graphic efforts exactly 
the way you want him to. 


Odds are the 


your 


who receives 
presentation has a tape re- 
corder—or 


man 


at least access to one. If 
you send a tape to be played in con- 
junction with his 


review of your 


presentation you've 


handicap considerably. 


reduced your 
You can per- 
sonalize your presentation by using 
a casual conversational style on the 
tape; by using the man’s name; by 
including parenthetical insertions 
and appropriate anecdotes. 

This is a good way to approach the 


unapproachable sales prospect 


e TESTIMONIALS To keep up with 
the Joneses, you have to know what 
When they talk, 
and then go out and buy 
thing or something bigger. 
better or of a different color. That’s 
why testimonials are so effective and 


the Joneses have 
you listen, 
the same 





STEREO SLIDE DUPLICATING 


“*Stereo-Realist’” type color slides 
duplicated and mounted, Each 75c¢ 


Two or more same originals, Each 60¢ 


pe pans) ae ee 
Write tor complete price list 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO 
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get greater 


runs continuously, 
ator needed 


The ADmatic projects a new message or idea 
screen equivalent to a 
that are 
in lighted areas. Use 
gather, in stores 
theatre 
lobbies, as a visual salesman; or for personnel and 


every 6 seconds on a large 


28” T V. It holds 30 slides (2” x 2" 


changed. Just as effective 
the ADmatic wherever people 
trade shows, dealer show rooms, 


salesmen training programs 


For rental or purchase terms, wire, 


1216 CHICAGO AVE. e« 





in trade shows, stores, windows— day or night 


Put full color and action into your sales messages 
attention at less cost 
prospects than through any other medium with 
the ADmatic, the automatic slide 
day and night 


attract more 


projector that 
with no oper 


write or phone 


THE HARWALD COMPANY, INC. 
A AE SA LA 


that is where a tape recorder shines 

There are two main advantages to 
tape recording testimonials. First, the 
recorder itself is easy to transport 
from place to place, and secondly, it’s 


easy to eliminate any undesirable 


testimonials—a pair of will 


do the trick 
Unless you use 


scissors 


an extremely in- 


ferior recorder, the testimonials you 


will be of sufficient 


broadcast quality to use on radio o1 


get on tape 
tv. They can also be used with slide 


film presentations or in voice-ove 


motion pictures 


TRADE SHOW 


trade 


EXHIBITS At a 
show a tape recorder can be 
used as an integral part of an ex- 
hibit or it can be used to record ma- 
terial which can later be used in ad- 
vertising and sales 

As part of the exhibit, a recording 
can be 


used to explain some inter- 


esting or complicated facts about 


It can be 


‘vocal 


your product used to give 


a product animation’ ’—like 
making a refrigerator “talk” to a 
prospect when the 
It can be 


movies, strip films or shadow boxes 


doo Is opened 


used to add sound to 


containing color transparencies 


~ See how ADmatic can boost sales for you 


easily 


and hotel 


EVANSTON, ILL 
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How to Get Things Done 


% BOARDMASTER Visual Contro! Saves You 
Time, Money 


Gives Graphic Picture of Your Operations 
at a Glance 


Simple to Operate, Type or write on Cards, 
Snap in Grooves 


Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc 


Made of Metal. Compact and Attractive 
Over 50,000 in Use 


$49.50 with cords 


BOOKLET No. R-500 
24-page illustrated 
Without Obligation 


+ + + © 


Full price 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 
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It can also be used as a stenogra- 


r file clerk. When a busy sales- 


man wants to make an explanatory 


pher o 
note about a customer, a prospect 01 
a competitor, he can put it on tape 
much quickly 
a detailed description. Wher 
he plays the tape after the show, hi 
gets an accurate and detailed resume 
of the didn’t 
want to forget 
Of course, the 


more than he ca 


write 


important events he 


re orde} can als« 


be used for interviews and testi- 


monials from any satisfied custom- 
ers who stopped In youl booth t 
give you or youl 


the back 


product a pat oO! 


> By now you veé probably 


} thought 
of dozens of uses not mentioned ir 
the preceding list. That’s as it should 


be because the 


1umber of adapta 
tions is infinite. If the list has stimu- 
lated your thinking has served its 
purpose 
Any reader who has stayed wit! 
us this lar Is undoubDtedl a prese!l 
tape recorder owns or a trustrated 
prospect who Is Just Walting for the 
stores to open so he can run out a! 
buy one. For thos the latt cate- 
gory, next month's AR will present 
a special t e covering the tactors 
to look for when purchasing a tape 
recorde 44 


PR Problems Discussed 


In RKO Film Booklet 





: 

A 12-page booklet, “Public Rela 
tions Unlimited.” which includes in- 
formation concerning privately spo! 


films has beer 
RKO-Pathe Inc 


booklet 1s devoted 


sored motion picture 
made available by 
(New York). The 
primarily to special purpose motior 
picture films for effective public re- 


information on 


lations and contains 


the audience, planning the film, RKO 
staff and facilities, et« 
The booklet, which is well illus- 


trated, lists five major problems that 


are being solved by motion picture 


industrial and non-indus- 


films for 


ial organizations 


Training Booklet Is Added 
lo Cost Reduction Series 


The fourth in a series of booklets 
on cost reduction for industrial plant 


management now is available from 


Wheeler Associates Inc (Cleve- 
land) 

Entitled, “How To Train,” the new 
booklet deals with training of both 


plant and supervisory personnel and 
includes such subjects as when to 
train, who to train, what to teach 


and who should do the training 
For your cor 


y circle N é 
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eve- pecific audience without wasting maximum effectiveness and mini- more useless if it doesn’t reach the 
me and money mum cost ight audienc So, as part of his 
new | Specialty advertising has taken For the specialty salesman is not selling job. th obb figures ou 
both | lany giant steps since the day ir a peddler who simply visits an offic vhere the items should go, and how 
land f 1879 when J. F. Meek of Coshocton and dumps a load of pencils on a whether they should be distributed 
n to ).. started imprinting advertising desk in an attempt to sell a few through a mailing list or by hand 
tench opy on his burlap bags hundred This promotional service, built 
Today the term describes calen- He’s a sales advisor who provides about an effective selling product 
rhe lars for florists, farmers, truckers his customer with a complete pro- has been found by many business- 
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“‘On-Person’ above, left) Janice W 
Associates, Washington advert 


3 ager 
a womar nandbag with tr € ston 
contribution includes mirror mb 
r Key cna na file, € y Ct ? 
built-in flashlight, plastic rain hat and 
items as a memo t k, flint dispenser, me 
bottle pener, eignt-ir e t mt 
igaret pack h ler 
In the Office above, right 
executives SKS inciude a teliepnone 
and phone cal! timer t te you when thr 
mbDination pencil F jer-caliendar Ck 
ruler, telepnone DOOK cover, diary, apf ntmer 
sprignt calendar and men pada 
In the Home right) Advert } SE 
lemonstrates r ude a caiendar not pad 
useful items as a table jnter, desk per 
eter, wall calendar, baby teethe mir 
can opener, Numidor ck, Dutter ntainer 


men to be the answer to higher sales 
resistance and the other obstacles 
which characterize the “hard selling” 
market of today 


>In determining why specialties 
have come to play a major role in 
the advertising field, it is useful to 
examine their qualities: 

e First they are 
they're not, they're not specialties 


useful items—if 
The whole point of giving an adver- 
tising specialty is that the recipient 
is getting a bonus for looking at the 
advertiser's message 

e Specialties provide repetitive ad- 
vertising as no other medium can 
Every time someone picks up a pen 
or pencil advertising a bank, or opens 
a bottle of beer with an opener 
provided by a brewery, he is ex- 
posed once again to the advertiser’s 


message 


e Specialties are inexpensive. Users 
engage in high-priced 
campaigns to obtain the desired re- 


need not 
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ar 1 and A Darra t Henry } Kautmar G 
mpare the vert } pe + 4 
; y , pocket ictatf 
its Lit a Nis Seeiedireahe 
ecna a1 pe pe wit 
} r Th . t 
} pe t Ww t ft t 
‘ 
f sce pe 
3 t } é t “w 
ee oe ‘ 
Bata ia +f 
é tne r Y ; YW ¢ 
, 
k ette ace he th ble tt 
peppe ike uv et. bottle 
f € t ye seta 
sults. Combine with this the fact 


that repetitive advertising is pro- 
vided with no more than the initial 
cost of the item, and the price is low 
indeed 


e Specialties hit the target without 
waste of time, effort, or money. The 
advertiser is in full control of his 
promotion. He doesn’t advertise to a 
huge market, only a small part of 
which will buy his product. He 
chooses his prospects for the obvious 
reasons that they are his potential 
customers, and tells his story direct- 
ly to them. His is pin-point adver- 
tising. 


e Specialties fit into varied media 
advertising campaigns. They are not 
competitive with other media and do 
not duplicate cost, method or market 
The advertiser who is promoting his 
product by newspaper, radio and 
television is reaching a great number 
of people, more than an advertising 
specialty could reach. Some of them 





will buy his product; many othe 
} . 

an incalculable number Wlil neve 

do SO 


To reinforce his campa 


ign and give 
it maximum impact, the advertise 
must have repetition, timeliness anc 
personal contact with the consume: 
These qualities are his thro h the 


use of advertising specialties 


>If the reader has any 
doubt that the specialty 


lingering 
reaches the 
man who counts—the consumer-~—let 
him engage in a little personal re- 
search 


It's very simple to do. Start by 


emptying you! pockets What do you 
find? Mechanical pencil, wallet, cig- 
aret lighter, leathe: key case, ball- 
point pen, pocket knife, key chain 
memo book, pocket file? Did you buy 
all of them or were some given te 


you? The chances are you'll find 


you're carrying some permanent ad- 
vertising copy around in your pocket 


What about your desk? Is there a 
memo or telephone pad, a blotter, a 
letter opener, perhaps an ash tray? 


When you go home this evening 


look around. Is there a calendar in 








S an 
im<e 
h the 
.ecTring 
CS the 
] 
it 
i re 


lo yo 
t, cig 

ball 
chain 


wu buy 
en te 


l hind 


nt ad- 


ocket 


ere <& 


tter, a 


tray’ 


ening. 
lar in 





e kitchen? The chances that you 
yught it are practically nil. Is there 
thermometer hanging outdoors? 


Oo VOU OWN a bottle opene! or an 1cé 





CK 

On the way home nowever, peek 

out your Cal Do you Nave a plas- 

windshield wipe A mirror ove 

€ V1is¢ A cigaret contalne ( 

st t? See how ! ‘ 2 

inte vith ellir essage 

na es are oull find q te ew 
> There is a countless numbe ot a * 
cecum. advertisin 
eld The , play al in port nt part 

everyday life. They add to busi- é 
<= ennies 
prospect nto a istome! 

S es te es I tne neia are 

ion. One speciaity manultacture ? 
lls the story of one of his salesmer £ e 
ne ect ed a cool receptior om 3 

awes Danke Vho ! i neve 





Wied Seated ae tea aia sales calls for a cent- 


at <¢ pencli could De isea a al : 
= Ap agit a aa rae a yours with Nu-Leth-r Calendars 
é s « alt that ne i 

artic essage coul hh. ee f you're taking a closer look at 


the Tee Vee advert sing costs these days aad you're 








ie ) nK¢ t 
: I from satisfied with what you see...it's 
ough the pages of a Chicagi a Nu-leth-r exclusive , ee 
} time you got acquainted with Nu-Leth-1 
sp i au nis er- ] 
VS} ¢ i - ‘ one of 23 exciting de- Desk Calendars. Ty pical users report that 
Si‘ ent n that dav ontained signs in Nu-Leth-r's 1955 i sales message on one of these distinctively 
} words. said, “Let's see you print line. Note that ad mes different calendars is seen and read l2 « or more 
o int t , 
hat soge 's printed on trans times for each penny Of cost...a tremendous 
oes lucent screen thot ap- } Bis 
The salesmar ett with the id A Value measured by any var tick! 
\ é lé 1 \ s pecrs to glow under ordi- W } 
“ ete fe jr Minas } wer 
te = eke a ee nary room lighting vEAEVEE your Dusiness...whatever your selli ing 
n G4 wu ; ; problem...there’s an economical Nu-Leth-r Desk 
, 4 ‘ as Ve « mp T ea 2 . = 
Calendar that can help you. Get further 
1 unmistakably on_ the , 
information and inspect samples by calling 
rn r ’ r y : + 
ine ) K ¢ e¢ altel one of the leading advertising specialty jobbers 
e hr ) 
: e ord ind } e¢ n your area. Consult classified directory 
eat tome ever SINnce Wa 
> We recently received a report fro ules 
Car a leane that told the “A 
( 4 i fae : = wo 
¢ t story na lath te S SF 
ri é ri bought 250 Wall tne - 
ete nd di buted thet n ; “AMERICA’S FINEST DESK CALENDARS” 
o-bdik esidential area ne nis 
ce « t ness It snc ld be a i¢ ail 
it ne I a tne Spec ilt saiesmMma ! \ 
ke t the stribution t et a 
= ‘ 
oret 
Withir 14 davs he had 27 new for more details circle 283, page 
Ste ‘ S 
From the bre wing industry comes 
otne! success tale Ons brewe! 
ho wanted an inexpensive give- A R than any other publication. 
way item to create good will dis- 


ibuted to bartenders a card trick If you sell advertising 


volving the use of four cards. The REACHES 


em cost about 10¢. The back of the 


rds carried the brewer's logo. On MORE equipment to or through 


caras the key card for the 


i ‘ pl tured the brewer's product ADVERTISING agencies, your ad in AR 
nd told his story. The bartenders will reach the top in 


ere nappy to keep the customers AGENCIES 


oth amused and in the tavern. The response. 


lvertiser considered it an excellent 


services, materials and 


impaign 


iia liaise lie ees ADVERTISING REQUIREMENTS 


AR (Oct. 53, p 55) was the Sea- 
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5 ACTION 


GETTING 
PREMIUMS 


... to suit 
your budget! 


MIXER 
PITCHER <= 


= 157 


DETACHABLE 
HANDLE 
REFRIGERATOR SPACE SAVER 


Sn 
Gg 


THE HARD WAY THE EASY WAY 


DO ALL KITCHEN 
SET (SPATULAS) 





rie 2156 s 


FLEXIBLE & UNBREAKABLE 


~~ 
—- 2 


Ice Box Cookie Molds. 


Oe Se A Ae Re Ge ne: a Se a ee 
Put real “SELL 
with these high-quality, moderately 
priced premium items. 


in your future saies 


—_ 7. er 
= /ambo Weare, 3 For full details write: 
a 


FLAMBEAU PLASTIC CORP. 








501 Kane St., Baraboo, Wis. 


for more details circle 193, page 123 
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gram’s Seabreeze story. In this case, 
Seagram distributed a million gold 
signature books which functioned as 
an address book and calendar and 
gave the distiller’s recipe for a gin 
and tonic drink. The gift was per- 
sonalized by the user, who simply 
signed his name over a strip of gold 
foil. When he removed it from the 
book, the cover was imprinted in gold 
with his name. Seagram thought so 
much of it that it has used anothe: 
500,000 

The makers of Atlantic beer and 
ale had good results from the dis- 
tribution of thousands of salt and 
pepper shakers bearing their name 
and message 

The shakers were distributed to 
taverns and grills over a selected 
area. Within a short time, they had 
disappeared. Having anticipated this 
phenomenon—the capacity for petty 
larceny which otherwise honest peo- 
ple display when confronted with 
salt and pepper shakers, drink stir- 
rers, and the like—the brewer gladly 
distributed more thousands. The dis- 
tribution was repeated several times 
to the same places as the shakers 
disappeared into homes 

Consider in how many homes the 
brewer's message will be told and 
re-told for years to come 


>Another adman recently showed 
us a bottle opener he has been using 
for the past 15 years. Like most bot- 
tle openers, it was given to, rather 
than bought by, the user. It bore the 
name and slogan of a service station 
that was replaced five years ago on 
a Baltimore street corner by a large 
industrial firm 

This was one instance in which 
the advertising message actually out- 
lived the advertiser 


>All these, and many more stories, 
are testimonials to the effectiveness 
of specialties as an advertising med- 
ium. They show how advertisers’ 
problems can, and are, being solved 
by the intelligent use of specialty 
advertising 

They show, too, that the enormous 
strides taken by the industry in 75 
years are but feeble infant’s steps 
when viewed in proportion to the 
potentialities of this field 

For this advertising specialty in- 
fant is a Gulliver in the advertising 
field who will undoubtedly grow 
larger and larger through the years 
aS more and more advertisers prove 
to themselves the values of the med- 
ium. 44 


Advertising Specialty Men 
To Meet At Chicago Shows 


Manufacturers and jobbers of ad- 
vertising specialties will get a pre- 


view look at new developments i: 
the field at two industry trade show 
to be held concurrently in Chicag« 
March 12-15 

The annual Spring Specialty Shov 
of the Advertising Specialty Nation: 
Assn. will meet at the Palmer Houss 
The Advertising Specialty Institut 
spring show will be staged at th 
LaSalle Hote] 

With interest in the advertisin 
specialty medium 


Prowing recor‘ 


attendance is anticipated at bot! 
shows. Attendance at the shows 
limited to recognized spe ialty job 


bers q¢ 


Card That Grows on You 


ls New Marvic Gimmick 
Marvi 


has a gimmick that grows on you 
The gimmick is Marvic’s Growin 
Cards, a 3lox5” 
picture on the front and a long tal 
on the back. There are three cards 
Little Man with Green Hair: Lelan 
the Aloha Girl, and Growing Christ 
mas Card. Each card bears space fo 
imprinting a company name 0! 


Advertising (Brookly: 


card with a die-cut 


message 
The trick is to place about 3” o 
the tab in a glass of water. In fron 
fou to seven days real grass begins 
to sprout from the man’s head, th: 
Aloha Girl's swimsuit or the Christ- 
mas tree on the Christmas card. The 
grass grows for 20 to 24 days 
Prices range from 20¢ each it 
quantities of 100 to 1242¢ for 10,00 
or more, and include four lines of 
copy with the buyer's cut or specia 
art provided at cost. The company 
also will work up special designs ir 
minimum orders of 10,000. Furthe 
details are available from the 


pany 


New Impressit Memo Pads 
Feature Adhesive Backing 


A new idea in memo pads has beer 
Allen Hollande 
Co. (New York). The company is 
offering “Impressit,’ a memo pa 


developed by the 


featuring perforated pages with pres- 
sure-sensitive backs 

The adhesive backing makes it pos- 
sible to mount the memos on any 
convenient surface—wall, desk, mir- 
ror, window, etc. Pads come with six 
pages, each perforated to make four 
sections to a page. The 144x2!2” sec- 
tions are easily ripped off to be 
pressed to a selected surface 

For use as a gift or premium item 
Impressit can be imprinted with a 
firm’s name. Samples and additional 
details are available. 


Reader's Service ard inside t 
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t pos 
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mir- 
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foul 
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tional 


he key role in selecting specialties 


HOW ADVERTISERS 


More advertisers will use advertising specialties in 1955 than ever before 


AND AGENCIES BUY 





sing specialties 1955 than eve 
fore. This was one of the ost 
v ngs of AR surve 
an t agencies 
W b greest tr S 
Sl sp alt naus- 
the lweartice , ents ¢ 
R SS ep ted 
e 59 lan to use the s oul 
Spe les 155 
e 23 pian t Se ore spe ties 
e 18 a t ewe spec ties 
Fire tine et es i tne 
Spe alti Asked the ise <¢ 
ecialties b clie tS was easil 
decreasil the ‘ es re te 
ollows 
e 54 indicated that the St 
eciaities 1S increasing 
e 23.5 Said the ver emaining 
onstant 
e 22.5 reported they were daecreas- 


There was a time when specialties 
vere considered primarily the prop- 
rty of the retaile: but that day 
ias long since passed. AR asked 500 
idvertisers—representing a complete 
ross-section of the nation’s adver- 
ising interests—and 500 advertising 
gencies questions which give good 
roof that specialties are now an 
ntegral part of the “complete” ad- 


ertising program 


SPECIALTIES 


> } fram ‘* { } 
Replie Ss came Irom <Zi ol the id- 


vertusers and <ée or the 
Here's what they told us 


How Advertisers Buy Specialties 


Irregulz 27 
Total a 130 
=. Wi € ¢ r of ) a- 
é sine ade S r¢ eda } 
pose 
e Fror 0.1 t 25 ( ad 
1.4°, ) 60 
- Not budgete j j 
e Sold t lealers ¢ ¢ ¢ 
basis } 
Total replying 83 


3. Do yo } lar to iS€ more ( 


fewer specialties tor good-will or re- 


membrance lavertising v7 1955 t! 


in 1954° 


e Same 43 
e More ie 
e Fewe) 13 

Total replying 73 


4. Who n jour organtzatio? 
sually originates the idea of using 


specialty or setting up a program 


Advertising manage} 29 
Sales promotion manage! 15 
Sales manage? 11 


. the advertising manager plays 


. . these were key findings in a special AR survey to determine 





e Advertising manager or sales 
managel 5 
e Advertising and sales } 
Merchandising manage ) 
Advertis ng manage ana sales 
pro otion manage! 2 
® sales promotor mar Ge ant 
erchandising manag« ] 
Vic -presidaent ] 
Advertising publ elations 
ind aistrict anagers ] 
Top 1 anagement 1 
Advertising anage e- 
artment managers 1] 
Account supe SO ] 
Sa es anage Sc S f{ - 
motion manage 1 
e Sales-advertising-} nasing l 
Tot eplying ov 
5. Who makes the f decisio 
Ss ( he specwaities oO € cr sed 
e Advertising manage 19 
@® dSales manage 18 
e Sales and advertisir 15 
e President 5 
e Sales promotion manage} | 
e Advertising manager and sales 
promotion manage 3 
Committee 3 
Executive vice-president 2 
Sales manager or sales promo- 
tion manage! 1 
Sales and or advertising 1 
Account superviso1 1 
e Merchandising-advertising- 
sales 1 
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* TRADE MARK 


STANDARD'S 


INDOOR-OUTDOOR 
THERMOMETER 


THE 
QUALITY 
PREMIUM 


FOR 


PROMOTIONS 


OR 


BUSINESS 
GIFTS 


Your trademark or message on this quality 
instrument will be seen at least 365 times 
during the year 














A hard working, accurate selling tool that 
faithfully reflects the quality of your com 
pany. Each thermometer is gift boxed and 
guaranteed 


WRITE FOR full information about barom 


eters, thermometers and binoculars for busi 
ness gifts 


STANDARD 
THERMOMETER CO. 


953A Dorchester Ave., Boston, Mass. 
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The ONLY pressure sensitive 
genuine gold on the market is 


a ' 4 i: / 
GOLDM APS 
Fd ~ 
fé / . 8 ii ! . 
Hastings & Co., 135-year-old manufacturer 
of gold leaf has been and is now the ONLY pro- 
ducer of genuine 23 karat gold for simple pres- 
sure transfer to surfaces of other material... 
glass, leather, paint, plastic, paper. This unique 
product, which is marketed only under the trade 
name of GOLDMARK, enables the user to print 
or write in real gold by applying to GOLDMARK 
the simple pressure of a pencil or ballpoint pen. 


LGOLLMAH 


Write Department A.R. for information and name of nearest 


e 

“ 
< 
S 


HASTINGS & €O., 
2314 Market Street 
Philadelphia 3, Pa. 














authorized distributor. 


INC. 
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“LIGHT UP’’ FOR MORE SALES 


INSTALITE 





$950 


Postpaid 





THE NEW POSITIVE-ACTION 
INSTALITE" WINDPROOF LIGHTER 


A Constant Reminder of YOU and YOUR Product 


Every time — every day when your customers or 
prospects “‘light up’’ they'll be reminded of you 
or your product! Quick, easy pressure of thumb 
opens closed cap, strikes light instantly! Release 
it's out! They'll keep on using the new 
INSTALITE because of its surefire action—and the 
new, scientific design that does away with thumb- 
irritating abrasive wheels. Eye-catching in bril- 
liant chromium, with your name showing through 
in gold color, engraved on reverse side of case 
THE EXECUTIVE LINE 
Unusual Bill Clips © Letter Openers © Tape Measures 
Lighters © Novel Paperweights ¢ Calendars « Pen Sets 
Pocket Knives © Ash Trays ¢ and many other items 
The EXECUTIVE LINE products are available 
from most good Advertising Specialty firms 
Send for illustrated catalog of The Executive Line 
Enclose $2.50 for sample No. 855 
INSTALITE Windproof Lighter 


THE EXECUTIVE LINE * 138 W. 54 St., N.Y. 19 
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e Merchandising manager and 


sales manage! 
e Merchandising manager and 
vice-president, sales and ad- 
vertising 
e Advertising 


promotion manager and prod- 


manaver, sales 
uct manage! 
Merchandising manage1 

e Sales manager and or sales 
promotion manage! 

e Advertising manager and pub- 
lic relations manage} 

e Sales manager and sal pro- 
motion manage! 

e Management tean 


Total replying 5 


6. Who place s the act l orde i 
specialties im you comp 
e Advertising manage! 
e Purchasing agent 
e Sales promotion mat 


e Sales manage! 

e Account supervisor 
e Advertising 01 
e Sales promotion manag ind 


pure hasing 


purchasing agent 
Total replyin 8: 


7.To wh © ane 
ributed 
e Customers 6. 
7 Prospe¢ ts 5I 
e Dealers 17 
e Visitors to shows 
Total replying Ib 
(Most advertisers distribute 
specialties to more than one 


l- ify 
classincation ) 


8. Does sou d sertis } jenc 
participate i? pl mning the ise oO 
spec ialties 
e No 61 
e Infrequently . 
e Yes 7 
e Sometimes t 


Total replying 82 


9. What is the nat offoctix: id 
vertising specialty vou Nave eve 
ised? 
e Cigaret lighters 1 
e Mechanical pencus 
e Monthly maili 
books 
e Glass ash tray 
lature tire 
e Ballpoint pens 
e Slide rules 1 
e Neon clock sign 1 
e Plastic manicure easel ] 
e Packets of fish hooks carrying 
our ad ] 
e Toy tractors ] 
e White horse statue (trade- 
mark) ] 
e Paint paddles and painters’ 
caps ] 
e Playing cards 1 
e Memo book ] 
e Trademark in form of tie clip 1 








a 
the most popula r 


mem br 


Watches 

Pocket calenda) 

Key ring made of our leathe 
Typewriter erasing 
Desk calendar with 


steel base 


shie ld 


stainless 


Screw drive 
Specially 


designed glass tum- 
) 
piers 
Gasoline 
1 


ce 
Plastic bottle 


Plastic packets of 


1. Do you buy « eco 


4. At other seasons 


Yor 
No 


Occasionally 


Infrequently 
Fathers and Mothers days 
Total replying 


specialties used 


ance or good- u 


your experience, what ar 


sill adve P 


for 






















Memory Lane 
Date Book 


) Personal 
/ Address Book 


Pe 
UY 


SORRY Wa ds 5 
NOTEBOOKS and make a 


TOM CSN 


They do it themselves — write their own name 
PALS UC ee ee Cts 
useful little record books their very own! 
Spanning a wide category of interests, 

US MC Le ema aime 
eS ee Lay Loy 

SSSA eS 4 ai \ 
you “in sight” constantly! : of 


Gasoline 
, Record 
Book 


Bowling 
Record 
Book 


SCNT: 
tong So : 









— 493 C Street, Boston 10, Mass. 


45 


~ Automobile 
and Travel 
Expense Book 









Write or wire us for 


Junior samples and prices 


Memo Pad 
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DISTINCTIVE - ATTRACTIVE 
Your Ad Shows When Cap is Removed 


Te FURST-KNIGHTER 





M k v1 net ; ae vhit 
t itl I t n Black, I I ( 
PATENT (Pend Ss th gh the bett ( 


\ s S 


JOBBERS See this fast selling executive gift item at our ex 
hibit at ASNA show in Palmer House, Chicago, March 11-16 


ST. LOUIS PENCIL COMPANY 


L180 Suburban Tracks St. Louis 14, Mo 
for more details circle 269, page 123 
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atest 
Balloons 


Sell 


Cereals 








& 


oS was Cereal Producers 
eb > o~ Use Balloons to... 


* 

oS 
ae @ Increase sales as pack- 

we age inserts. 

- @ Advertise products as 

dealer giveaways. 


@ Merchandise radio and tele- 
vision programs 


Because 


PIONEER Qualatex Balloons 


@ are colorful, inexpensive, easy to 


distribute = 
@ have real toy value as Ava ON 
premiums “S| 


- . ( ) 
@ are printed in non-fading PARENTS 


crackless pigments 
@ carry your cereal name 
far and wide 
Get ideas, samples and 
imprint information 
From our 
Premium Dept. 







Good Housekeeping 


* 
45 avransie 





tHE PIONEER company 
PUTER SLE Ee (0, Tita Rese + witare, One 


\ 
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RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 


NW te, wire Dept 1F-1 or phone today 
all the facts 


630 Fifth Ave.,.Wew York 20, W. Y.—JU dson 2.5011 
445 WN. Lake Shore Dr., Chicago 11, t1.— WHitehall 4-3215 
1016 NW. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-517! 


Custom 
Record 
Sales 


mS MASTER'S VOICE ™xs® 


RADIO CORPORATION OF AMERICA RCA VICTOR DIVISION 
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tising? 


e Desk accessories 24 
e Calendars 10 
e Food specialties 9 
e Lighters 8 
e Household items 5 
e Personal gifts j 
e Wallets 2 
e Key chains 2 
e Potted plants l 
e Manicure sets l 
e Sport specialties 1 
e Liquor 1 
e Cutlery 1 
e Monogram matches 1 
e Neckties 1 
e Gadget knife 1 
e Plastic T-square 1 
e Clocks ] 
e Radio 1 

Total replying 75 


6. Is the use of specialties by yow 


clients increasing or decreasing? 


e Increasing 53 
e Constant 23 
e Decreasing 22 

Total replying 98 


7. Do you forecast la rger pur- 
chases of specialties by your clients 
in 1955? 


e Yes ol 
e About same 13 
e No 37 

Total replying 101 


>Some of the conclusions which 
may be drawn from replies include 


e The advertising manager, assisted 
by members of his department, plays 
a larger role than any other execu- 
tive in originating the idea of using 
advertising specialties and establish- 
ing programs involving their regula 
use. Likewise, the advertising man- 
ager or a member of his staff usually 
selects and purchases the specifi 
specialties to be employed 

e Customers and prospects are the 
primary recipients of advertising 
specialties, though many companies 
selling through retail dealers include 
them in their distribution 


e The advertising agency is fre- 
quently consulted when an adver- 
tiser is considering the use of spe- 
cialties. The agency is even more 
important, however, when consid- 
ered as a buyer in its own right 


e In spite of the wide use of adver- 
tising specialties, advertisers are not 
completely satisfied with the range 
available. Most of them feel that spe- 
cialties should be related to their 
own products, or at least to the in- 
dustry in which they are engaged. 
Of 57 advertisers who named the 
most effective specialty used, 18 had 
utilized their own products or trade- 
marks fashioned into specialty items. 
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VWF ORCHID PROMOTIONS 


5 / 


ARE 


TERRIFIC! 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 


YOUR DIRECT 
SOURCE 


@ ORCHIDS OF HAWAII, INC. 


Rl aag 
Nat'l Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plont: Hilo, Hawaii 
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INVISIBLE INK | 
POST CARDS 


DIP IN WATER and ‘Presto’ your own 
Message ond Greeting Appears Instantly 
Ww ‘ I? M ge ID 
I w“ ¥" M ay Ke 
s ‘ t Ma 


HORSE RACE Charts wit! visible Ink 


oa 


MAGIC HORSE RACE | 


ce w 


JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN 
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A Complete Line of 
ADVERTISING SPECIALTIES 
Is Available In 


CANADA 


Ask for our representative to call 





NEIL S. O'DONNELL LTD. 
652 Bayview Ave. TORONTO 17 MA. 0781 
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Reach 
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Actual 
Buyers 











of 
ADVERTISING 


MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 


Advertising 
Requirements 













‘|| BUILDING 
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THROUGH 


DIRECT MAIL 


plan 


tor then 
selling is particularly 


proprietary 


Du Pont produced an excellent manual on 









direct mail advertising primarily for its 


suppliers ... but it is a handy guide for others. 


Direct mail advertising may be de- 


“ } 
ned as A vehicle for transmittin 


he sales message in permanent writ- 
ted i} f 
intea or processed I 


distribution, directly to 


; ; ; ' ; 
elected individuals It can't and 
' ’ 

houldn't eplace othe media, Dut Is 
n essential heipmate to your space 
ivertisir and sales promotior 
ttorts 

Before considering the subject of 
lirect mail advertising for you 
yusIness, lets consider the purpose 


f advertising and promotion in gen- 
ral. Its primary purpose is, of 
ourse to wmplement the sates ptat 


f,,] 57 
In some very successful companies 


plan ts 


} 


} } 
i¢ advertising Ssaies 


They 


ind direct 


the 
rely solely on advertising 


mail to do the selling job 


This type of “n 


lall orde} 





adaptable to 


items 


> But when a company makes com- 


plex industrial products, which re- 


from sales representatives 


juire considerable personal attention 
the pur- 
ose of and promotion 
different. It be- 


omes a tool to help condition mar- 


advertising 


s somewhat 


then 


ets for the sales representatives 


It implements the sales plan by 


e Keeping 


markets constantly in- 


ormed on your products 





e Improving the efficien: ‘ vou 

salesmen’s sellir time 

e Offsetting the activit of ou 

competitors 

e Helping designers, engineers and 

purchasing agents to buy from you 
If we are agreed that those are 

the objectives of all forms of adver- 

tising and promotion, let’s see how 

direct mail, as one form. can _ be 

effectively used Dy the plastic 

processo! 

> Direct mail can do a much bigge 


job than merely distributing pric: 


Be- 


spec ine indtvid- 


announcements ana 
can reach 


catalogs 
it 
Cause it 


] f 
voives a minimum Ol 


uals, it involves a mini waste 
coverage It is particularly 


] 
| 
i 


isetul in 


Han lly ¥* } } 
Selective selling becaus¢ it can D 


\ 
directed to specific 





cific inc¢ 


ustries 


ticularly important to you as a 


Direct mail 
the opportunity to prepare m 


plastic 


processol! offers 


essages 


' } } 
designed to appeal to peopie in each 


of the many industries you're inter- 


] 


ested in reaching. For example, vou! 


direct mail will be most effective 


when it tells electrical engineers how 
you can solve (or have solved) elec- 

Relate 
the 


also 


trical designing problems 


your direct mail message to 


Direct mail 
offers you the opportunity for flex- 


reader's interests 


DIRECT ADVERTISING 





























About This Article 




















erial in this article has beer 
| 
| 
t | 
| 
> 2 
F 
| 
three-fol thers 
e As 
those not a | 
medium | 
mers in a 
1gencies 
e As refresher course’ for thos¢ 
Pr 
ATE 
— | 
2s f | 
mer | 
| 
i 
| 
+} | 
new or sensational. It is, however € 
of the best jobs of presenting the rect 
mail medium in terms can be 
quickly understood by anyone inter 
ested | 
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Direct mail opens doors 


for your salesmen 


ibility. Learn to use 


direct 


] 
mali 


follow-through with sales calls 


results mount! 
Fundamentally, 


four important jobs 


watcn 


direc t 


within itself. It 
ating a direct 
men to call by getting 
leads tor pe 
also means 


for salesmen. Lessening 


lds 


means 


opportunity 


tol 


} 
and 


mail can do 


per=- 


two 


cre=- 


sales- 


inquiries Ol! 
rsonal follow-through. It 
helping to pave the way 


resistance 


arousing interest, educating and in- 


iormu 


ills are a few of the 


2. Deliver background 


( sto ‘ S ind prospects 

covers any prestige, 1 
] 

good will advertising 


a 


Tt 


1oDs ¢ 


ig. preceding planned sales 


ire 


Ete 


industry 


' to ship — mark — sell or 


package any 


Send for samples 


Ta L dy 


allen hollander company, inc. 


385 GERARD AVE. 
DEPT. AR-3 
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123 


help influence selective groups along 
certain lines of thought 


3. Secure action from the prospects 
by mail This covers any promo- 


tion intended to secure response 01 
action by mail, but not designed to 
An example: Secur- 


literature 


secure an orde1 


ing requests for technical 


on plastics 


4. Secure orders by ul This 
applies particularly to proprietary 
processors The application of direct 
sell- 


mail advertising to mail orde 


ing does not necessarily replace 


salesmen, but implements their sales 
efforts 


man , 


and acts ‘silent sales- 


as a 


between personal calls 


basic fun 


> We've listed these 
tions of direct m: 


rou! 
" , 
iil because it’s im- 


possible to use direct mail effectiv 


unless you know why you're usins 


it. Many people become di 





SCOUTARCa 
witn direct mail because their ob 
jectives are not clearly defined 
because they have failed to follow 
through. Direct mail misapplied w 
give disappointing results 

Direct mail is no 
miracle worker 
One more suggestion before we 


mecnanics Ol 


the 
Direc t 


to disc uss 
111 


miracle-worker. It 


begin 
direct mi: mail is n¢ 
is another medi- 
um to implement the sales plan If 
you advertise in trade publications. 
you know that you cannot expect a 
single ad to accomplish your sales 
It takes a planned, well- 
And so it 


Direct mail without 


objectives 

coordinated program 
with direct mail 
continuity and follow-through is like 
the salesman who, failing to get ar 
the first call, 
leave the prospect to the devices of 


You 


youl 


order on decides to 


his competitors can always 


count on some ol competition 


the Let 


them be the one or two-time maile 


to give up early in race 


you employ a complete campatq? 


Building Your Mailing Lists 


Anyone experienced in direct mail 
will tell you that the most important 
single factor in successful direct mail 


advertising is reaching the right 
people a good mailing list Obvi- 
ously, the finest direct mail piece 


you can conceive will fail miserably 








i 
} 
ry 
Direct mail must reach 
the right person , 
t does not r I r wi r sO 
So it’s important that you devot 
time and attenti to this phase « 
direct mail > 
Frequentl eat attentlor S pa 
i tne preparati I direct r 
eces but the tact that much of! the 
naterial may b lirected to nd 
Mu ials w he n ‘ 2) inte rest In 0) 
need for, the company's products « 
S ices S otter ( eriooKed The 
< reve Ol t ) ne pieces tr t 
are throw! into the waste basket 
1] ‘ that there 
s considerabl ‘ prove 
ent I t 1 
The effect pe ition ¢ 
v list I olve three bas te} é 
1. To develo ( Die ou 
imes oO LOL 1¢ i prospect 
that the prope promotional eff t 
be directed t eacn prosp¢ 
I 11 i p! 
>» Mailing lists be either p 
cnhasea or comp led. Pu asea sts 
e secured Oo! ailing st no es 
name brokers. et Names obtains 
om directories, published source 
ind those whic! company at 
elops tror sale Sime S call repo t 
dvertising inquiries, etc. are called 
Ce npiled lists. In some orgar a- 
tions sale S e! onstitute the prin- 
pal source of 1 es ol prospects 
Some companies use incentives to 
rouse the interest oO! Salesmer! I 
irnishing the names o! prospects 
for direct mail contact from. the 
nome office Othe ompanies con- ' 
t 


duct contests and give prizes 


salesman having the highest per- 
centage of closed sales as a result of 
names he has submitted 

Spec ial 


to the problem ol 


attention should be given 


salesmen 


getting 





Good mailing lists are 
very important 





» submit only the names of good 
ospects, rather than mere lists of 
ames. On investigation one manu- 
turer found that his salesmen 
ere submitting names taken from 
lephone books, when he thought 
was getting a selected list of 
Such situations « 


ospects an be 


oided Dy prope! assistance and 
vecific guidance. For example, you 
ay require that every name sub- 
tted by a salesman must be of a 
rson tne salesman has actually 


mtacted or one who has been 


eliably 


recommendea 


vv 


Mailing lists of various kinds 
bought from mailing list 


ers, aadressing companies and or- 





nizations. Companies that sell 
ailing lists usually larantee a 
gh percentage ol delive nd re- 
ind so much per name for mail 
iat is not deliverable The secre- 
ries of various trade associations 
e ofte willing to cooperate in 
ipplying lists of their membersips 
| local chapters of such technical 
1 professional organizations as the 
nerican Management Assn. are an 
ellent source, in addition t ( 
One of your most important 
sources is trade directories 
tate society of professional engi- 
ers. Rosters of conventions of vari- 
is kinds are another excellent 


ul 


ce. Contact the National Re- 
earch Council of the National Acad- 
ny of Sciences, 2101 Constitution 
Ave. N.W Washington, D. C. Secure 
copy of their publication, “Hand- 
ook of Scientific and Technical So- 
eties and Institutions of the United 


tates and Canada.” 


>In contrast to list compilers (who 
ell lists outright), mailing list 
rokers neither own nor sell lists 
hey merely arrange the rental of 
sts for one-time use. Brokers ar- 
inge that these lists be made avail- 
ble to non-competitive firms—thus 
ecuring extra revenue for the own- 
s without risk. In addition, they 
idress your mailings at an average 
idressing-royalty rate olf approxi- 
lately $15 per thousand 

The broker arranges all this with- 
it cost to you. If you’re planning 
mailing, he submits list recom- 
endations, issues instructions to the 
wner, and relieves you of many 
ther problems. The broker is paid 





STUMPED! 


You stare at dancing lint ... your 
mind is a balloon of blacks and blurs 
and dull ac hes . - you p irposely grope 
at tangents hoping to find a right slant 

you face it you're stumped! 

You wipe a cool sponge across the 
black chalk dust of your mind. Start 
all over. Review the facts. 

A practical, low-cost, money-saving 
product . .. that assembles duplicate 
sheets into sets . generous quantities 
of features . . . and now the theme 
(BLANK) (BLANK) (BLANK) (BLANK 


Try a different approach. What’ll it 
do for YOU. Time required cut by 80° 
No personnel “raiding” to disrupt office 
routine. No mad scramble to meet last 
minute deadlines. No errors. Pays for 


itself, fast. Theme: (BLANK) 
BLANK). Almost . but not enough 
Stumped. Stumped. Stumped. 


BLANK 


THAT'S IT! 


{gency-man or advertiser, ask your- 


self if this happens in your shop: A 
RUSH! The stenotype records the dicta 
tion the typeu riter cuts the stencil 


he automatic mimeo rolls out the 
coples then the collating the old 
fashioned hand gathering. The 
RUSH??? STUMPED!!! 


Rhy lose out on overall time savings 
because of one obsolete method? Com- 
plete the cycle of today’s mechanized 
office-machine efficiency with a Thomas 
Collator. Write for free literature and 
a helpful analysis sheet today. 


F loins ( Auwes, 7 z 


50 Church Street Dept. Y 


New York 7, N. Y. 


came” es 
















A new selectio 

mailings and the advantag 
Eighteen eye-catching bor 
heavy, white card stock 
Direct mail users can 
AdverCards are d pned 
winner of five national awards 
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Introducing ADVERCARDS 
av 


Giant-size! Colorful! 
AS EXCITING AS A DAY AT THE CIRCUS 


COpy space, using any office duf 


designe printe 
Write for Free Sample Kit and Price List 


American Mail Advertising 


INCORPORATED 
610 NEWBURY STREET. 
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and sold by American Mail Advertising, 1954 
ative mail advertising 


BOSTON 15. MASS 





. « . for more details circle 157, page 123 


March 1955 * ar * 99 





Have your 
] 
nnhua 


K vorl 


Bound in 
HARD 


COVERS 
by 
PUBLISHERS 


BOOK BINDERY, INC. 


Ken James, Pres 


148 LAFAYETTE ST., NEW YORK 13 
CA 6-3415 
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ING RACK 






Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
ing, inserting .. . keep things 
moving in the mail room 
Write for folder. 


Markol Metal Products, Inc. 
Rochester 14, New York 
for more details circle 224, 


261 Mill Street 


age 123 





Circles 
Under 


If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 


off, use 


Advertising 


Requirements 
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a commission by the list owner fo 
arranging the transaction, billing and 
collecting. For a complete listing of 
mailing list brokers, write to the 
Direct Mail Advertising Association, 
381 Fourth Ave., New York 16, N. Y 

If you're equipped to compile youn 
own list, one of your most important 
will be 


sources trade 


directories 
Many business paper publishers like 
Haire Publishing and Fairchild Pub- 
lications compile and sell directories 
covering a industries 
The publishes an 
A to Z list of manufacturers which 
contains 40,000 
manufacturers list 


Mast’s 
) 


approximately 27,000 names of firms 


great many 


Thomas Register 
names. Conover- 
contains 
employing a minimum of 20 people 
listed, but 


included for main of- 


Branch offices are local 


} 
addresses are 


fices only 


> Practically every 
a State Registe1 
turers within that state 


state publishes 


listing all manufac- 
Write to the 
Secretary of State in the capital city 
of the 


state in which you're inter- 


ested. The highest cost for any stat 






register is $25. Most of them give 


you the name of the business, ad- 
dress, officers, number of employes 
and description of the product 

For the most complete listing of 
mailing list sources, consult the Di- 
rectory of Mailing List Sources, pub- 
lished by the Dartnell Corporation 
Chicago, Ill.* Another good 
ence is the Guide to American Busi- 
Directories, Public Affairs 


Press, Washington 6, D. C 


refer- 


ness 


> After the names of prospects have 
been obtained the next problem is to 
qualify 


and classify them properly 


The principal reason for classifying 


names into separate groups is that 
each may require a different type 
of sales promotion and direct sales 


follow-through 
pects may be 


Some of your pros- 
“good bets” for parts 
several of the Du Pont 
plastic engineering materials. Others 


molded of 


may be prospects for only one of 


them. Some are new customers, someé 


are old ones. Some are appliance 
make indus- 
trial equipment. The greater the spe- 


cialization of 


manufacturers; others 
your promotional 
efforts, and the more closely that 
appeals can be tied in with the direct 
interests of the prospects, the greate1 
will be the results obtained. Conse- 
quently, there will be less waste in 
direct mail effort. 

In order that names may be prop- 
erly classified, many firms conside1 
it necessary to take steps to see that 
information concerning 
the names is obtained at the orig- 


the proper 


Although th 


libraries and 
which you can refe 


lirectory is now out of print 
ettershops wn copies t 





Be sure to keep your 
lists up to date 


inal source If the 1 


lam 
ered from salesmen, or from 


sources, they designate the 


names desired and the informat 
about them that is required. If t 
names are being purchased 
mailing list houses, definite spe 
fications are submitted as to 
What Kinds ¢ i es are wanted 
If you are not able to get t 
needed information when the na 
re compiled you ma\ consilde 


sending 


ig out a questionnaire to t 
list to get the facts that will enalk 
you to determine the selling oppe 
tunities na <« r necessar’\ lac 
for an intelligent promotior pre 
gram 

Many bases of classification a 
possible Fo plastic processo 
classification by industry is the be 
type If possible its highly desi 
able to break the list down eve 
further by the positions of yo 
prospects — engineers, purchasi! 


agents, etc 


} 


> When you shoot for saies u 
dustry, you're trying to hit a 
The mer 


are not the same men y« 


mMmoOvIr 


target you are selling tod: 
yu sold Ves 
terday—nor are they the same me 
you will be aiming at tomorrow. Du 
& Bradstreet reports about 6,000 ad 
dress changes in business and indus 


McGraw-Hill from it 
vast book and magazine publishi: 


1 4 
try each day 


experience finds that, in norm: 


times, out of every 1,000 executive 
003 stay put 


The 


(change 


during the course < 
other 497 are on tl 
titles 
tion, quit, transter, etc.) 
Thus, a list that has 


veloped to the point where it be 


a yea! 


move 
} 
been ae 


comes an asset to a business wi 
depreciate quickly unless it is mai 
tained; that is, kept up to date 

If you are going to rely on sales 
men for list maintenance it is a gos 
practice to provide them with forn 
for adding names to the list, f 
removing “dead” from tl 


list, and for making changes i 


names 
names or addresses. In some case 
data taken di 
rectly from call reports, thus elin 
inating extra The 
job is simplified, the more likely 
is that will cooperate i 
providing the needed information 


mailing list can be 
forms. 


salesmen 






die, shift loca- 


more th 








novil 


toa; 


on Ut 


ft loc: 


en de 
it be 
SS WI] 


S mair 
ate 

n sales 
sa Zor 
h forn 
list, fe 
om tl 
nges 1 
e Cast 
ken d 
is elin 
ore tl 
likely 

prate 1 
mation 


staff 
t maintenance to 


handle 
Post 


fice offers two correction services 


li youl sales cannot 


you the 


ou can send your list on 3x5 cards 


any postmaster in the country 


le per name, plus 20% 


a cost ot 


each post office covered, he will 


ieck your list against the latest in- 





mation in his possession. He will 
1 : 
t check personal names or titk 
ompany names and addresses 
The other—and most widely used 
ectie ‘ ‘ offered thre } 
r IS¢ o! F« 3547 Sil pl r 
word For 3547 Requested 
ted tie Tace oO i e! ( I 
t Office will ther eport ‘ 
le é ble a I t t 
2 ‘ h notice. The 
é et ne t ] ed 
1 
é ( é | 
Office has ( \ ! ‘ 
t ‘ t t t 
¢ 
Re ! t t ‘ ‘ 
+ + } + 
‘ nd vi ! ‘ B ‘ 
e thers ‘ ‘ 
‘ The target neve stand ‘ 
‘ ot to ‘ ow with it 
Next Part of Du P t manu 
Preparing Effective Mailings 


Month will appear in the April AR 


\rturo Puts Sales Pitch 


On Phonograph Records 


ww 1 = se 
The aid is a 7 t+) 


non-bre akable phono- 


p! 
ph record W th a popul:z song OI 
e side and the sales message on the 
€ The record is similar to those 
ld tor 8Y¢ in most music stores 


Here’s how it works: The 


istome! recelves a SsmMmali pacKage 


th no company name on the out- 
] 1] - . 
ie—only a return address. When he 


‘ 


L } h 
ens the package he finds the rec- 


Slade 


d with the inscription on one 
lay this side first.” 
Generally, the potential custome: 
is no phonograph in his office, and 
with curiosity aroused, he will 
ke the record home or to some oth- 
neighbor’s 
After playing 


record, the still- 


place possibly a 
here he can play it 
e first side of the 
iffled potential customer will in all 
‘elihood turn it over and play the 


verse side 


Now comes the advertising mes- 

ge, something like this: “This is 
Jones of the Jones Motor Car Co 

would like to tell you, etc a 


Records may be ordered in quan- 
tity with 


corded on one side 


any desired message re- 
Recordings may 
use up to three minutes of speaking 
time on 45’s and up to two minutes 
on 78's. The Arturo company will edit 
a message or write the transcription 
if the customer desires. Master plates 
are kept on hand for one yeat 


Prices range from 75¢ in quantitie 





ot 250 to 


in quantities of 50,000 


Sample records are available at $1 


eacn upon request, and literature de- 
scriping the se r Die tre 
the cc pal 





Connelly Folder Shows 


Envelopener, Pull Tag Let Marie handle your comy 





C ete y 
L ¥ 2 x Cox 
The «¢ e t } I , 
£ ess 2 e 
pened” is the way the Cor Or- eee ; 
ette ay t 
t Ir (Philadelp} ) ‘ 
Marie keeps I 
he ts | ‘ ene . = 
date ) ( a ne deta 
Envelopene Sa maili elo} 
“ . NOTK 
Nit! < line st ne ¢ ne r nere 
he flap folds ove The string ows Direc il has been ¢ t ess for 25 
thre gh at CY l oper ‘ whe years. We DICK p your sne give 
1] quick service, dO accurate WOrk } 
pulled opens the er! elope eat 7 
; guarantee prompt delivery 
Vitn a cor entional lette opene 
1] y 11 . 
An added gimmick offered by Con- () A 
elly is the addition of pull tags to gg;§ LOM C0 DW60 a 
a Vhe MC 
he string. The tags, either singly « 
in groups, rest inside the letter and 431 S. Dearborn St e Chicago §, Illinoi 
come out when the string is pulled for more details circle 220, page 123 
1 
Each tag can bear a sales message 


Prices for processing 


Envelopene: 


without the pull tags run from $8 pe: SEND YOUR CATALOG 
M for No. 6%4 envelopes to $10 per AND EM © aa aad 
M for No. 11 envelopes for a mini- TOGETHER IN 
mum of 5,000 envelopes Pull tags 

é be attached at 1 pe tag 

Additional details are availablk 







(res 
Pees gt ENVELOPE 


i 


Jack-Bilt Catalog 
Lists 400 Gadgets 


cine, as evidenced by its use of 
Bil eee ae Poa’ » 3a 
sit attention getting gadgets on its 
catalog 

a 
bulletins 


For use on letters o1 


Jack-Bilt gadgets are made of sheet 


@ Envelope compartment is integral 
construction not pasted on... 
can't snag or pull loose 


acetate, molded polystyre ne, fabrics. 


foam rubber, metal and mohair and 
are easily applied with carbon tetra- 
400} 
gadgets, a great many of which are 
illustrated 


Featured on the front cover of th 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face 


The catalog lists nearly 


chloride 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


wT: 


si 
bears the legend, 
‘Don’t let your direct-by-mail ad- 


vertising dollars go down a 


catalog, which 
rat hole,” 
is a plastic mouse with elastic tail. 
while the back cover features a long- 
armed man rushing to drop a lette 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


in a plastic mail box 


k ver for more details circle 198, page 123 
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CM&H 


America’s finest 


photoengraving plant 


(including a Gravure Division ) 


CM&H 


America’s finest 
photoengraving plant 


(including a Gravure Division ) 


333 WEST LAKE STREET AT WACKER DRIVE * CHICAGO 6 


CM&H 


COLLINS, MILLER & HUTCHINGS, INC. 
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PHOTOENGRAVING & PLATEMAKING 


A Production Man 


Looks at 


Reproduction 


An agency production manager explains why it’s time to take 


a good hard look at many of the “rules and regulations” 


followed for years in preparing newspaper advertising. 


By Frank A. Clarke 

Production Manager 

Erwin, Wasey & Company Ltd. 
Los Angeles 


Preparing advertisements for sat- 
isfactory printing in newspapers is 
an old story to production men, but 
we find that today we must take a 
good hard look at many of the rules 
and regulations we have followed for 
a number of years on newspaper 
releases. 

True, improvements have been 
made in newspaper ink and presses, 
and in the material available for 
newspaper releases. 

Great as these improvements have 
been, they have failed to keep pace 
with our hopes and expectations for 
a standard quality reproduction— 
and seldom do we see a newspaper 
release in which some of the papers 
aren't printed in an unsatisfactory 
manner. 


>The problem of newspaper repro- 
duction has been further aggravated 
by a growing tendency toward news- 
paper advertisements in which art- 
work and photos are used that 
would have been considered suitable 
only for magazine reproduction a 
few short years ago. Included in this 


category are the soft, subtle, high- 
key photographs known as the “New 
Look.” 

The combination of these two 
types of newspaper advertisements 
has created just one more challenge 
to the production man to faithfully 
reproduce the artwork—regardless of 
the medium in which the advertise- 
ment is run. 

It would seem that the obvious 
solution would be to order the best 
material available on all newspaper 
releases. 


> However, all releases don’t require 
the best and most costly material. 
The production man has just as 
great a responsibility to spend the 
client’s production dollar wisely as 
he has to strive for good reproduc- 
tion. 

For instance, it would be con- 
sidered a waste of money or over- 
buying to order pre-makeready mats 
on a partial-page advertisement that 
consisted entirely of linework. 

But it would be a greater waste to 
order cheap mats on a full-page ad- 
vertisement that contained a beauti- 
ful many-toned illustration on which 
a great deal of time, money and 
effort had been spent. 


>In other forms of printing—maga- 


zines, for example—the rules are 
clear. The specification sheets tell us 
exactly the type of material the 
magazine requires to print our ad- 
vertisements to their best advantage. 
But in newspapers, the production 
man is very much on his own—he 
has his choice of rolled mats, direct 
pressure mats, direct pressure baked 
mats, pre-makeready mats, plastic 
plates, and electrotypes. 

Each of these materials has a 
place; each has a quality or price 
advantage over the other. 

There is not one of these mate- 
rials that is the complete answer to 
all the problems connected with 
newspaper releases. 

The decision as to the type of 
material to use is determined by 
many factors, such as: 

e The tone values in the advertise- 
ment. 

eNumber of papers on the list. 

e Whether the papers are suburban 
or metropolitan. 

e The budget. 

e...and even the client’s attitude 
toward production costs and print- 
ing quality. 


>Some clients are quality minded, 
and leave the production man free 
to think only in terms of best repro- 
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the right decision can make the dif- 
ference between a poor or good 
reproduction. 

It is here that the artist and pro- 
duction man must cooperate as a 
team to achieve artwork that will 
interpret the artist’s creation to his 
satisfaction, and also to get the best 
possible final reproduction. 

There can be no hide-bound re- 
strictions on the artist that may limit 
creative thinking and progress. But 
the artist must be practical and re- 
alize that the thing that can make 
or break an advertisement is the 
final reproduction in the newspaper. 


THE GEAR INDUSTRY ...a» important member 


of Southern California’s 
industrial team. 
>The ideal point is usually some- 
where between the “play-it-safe” 
production man and the artist who 
cannot admit to himself that there 
are limitations in newspaper repro- 
duction. 


.». from tiny gears for precision instruments 
to giants for heavy machinery...such is the scope 
of the West's gear manufacturing industry. 


Available to this industry as well as to other 
industrial concerns, are the facilities of California 
Bank—an industrial business-minded bank. 


y 


CORRAL OEPOSIT (NBURANCE CORPORATION 


CALIFORNIA TRUST COMPANY (owned by California Bank) 
Trust Services for Corporations and Individuals 


One of a Series Saluting Southern California Industries 


Combination Treatment . 


. . Good separation was achieved in this ad by combination 


halftone and line treatment of the main illustration, and as a result, the original sharp- 
ness of the artwork was retained in reproduction. 


duction. Some products, milk for ex- 
ample, must have appetite appeal. 
This makes sharp clean reproduc- 
tion necessary and the over-riding 
factor in selection of material. 

If a client resists mechanical costs, 
and it is necessary to use less than 
the best material for a specific job, 
it should be pointed out to the client 
in advance that better reproduction 
is possible, but not at the approved 
cost. 

The number and type of news- 
papers to which releases are made 
must also be considered when select- 
ing material. In low-cost suburban 
newspapers, material required for 
best reproduction can exceed the 
cost of space, which is impractical. 
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The same ad in a large newspaper, 
with a correspondingly greater ex- 
penditure for space, can justify the 
use of the most suitable best mate- 
rial. And, it must not be overlooked 
that when a larger number of news- 
papers is to be used, the cost of ex- 
pensive material—i.e. plastic plates— 
can be amortized over them all, and 
the cost of material justified even if 
low-rate newspapers are on the list. 


> However, the key to satisfactory 
reproduction in newspapers does not 
lie only in the mats or electros we 
send them. That is just one step in 
the preparation of a newspaper ad- 
vertisement. 

In the preparation of the artwork 


It is obvious, then, that a vital 
first step must be a meeting of the 
minds between art and production. 
The production man must under- 
stand the concept the art director 
and his art source hope to achieve. 
The production man then can advise, 
on the basis of the practical possi- 
bilities of actual printing, what this 
particular concept requires, in art 
rendition, to achieve a final printed 
result that closely approximates the 
desired goal. 

In a photograph, for example, it 
may be that the art concept which 
involves a dreamy, diffused picture 
should be photographed with about 
40% more sharpness and intensity in 
order to produce, in printing, the 
quality desired rather than an over- 
all muddy nothing. 


Never before a Milk like this! 


Carnation Instant Milk 


A new form of nonfat dry milk solids 


Dissolves Instantly ! 


fresh Milk Flavor, Ready to Drink! 


No Beanag! No Bnet ng! 
Mo Lumping! Me Faamng! 


1 


Dark Tones . . . The dark background of 
the main illustration in this Carnation ad 
showed up well in reproduction. The 
background was done in line work and the 
package and glass in halftone. 
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PROTECT YOUR INVESTMENT 
in NEWSPAPER SPACE 
the RAPID QUALITY WAY 


Rapid Royal Blues are the finest plastic plates. For 
verification of that fact ask newspaper mechanical 
superintendents—the men who know plates and who 
are as interested in quality reproduction as advertisers 
that pay for space and agencies that create newspaper 
advertisements. Here are typical comments we’ve re- 
ceived and you'll get from newspapers the country over: 


Royal Blues are the best plastics . . . others have a great deal to 
learn to come up to your standards.—CHICAGO 


Most uniform received in our office. —CLEVELAND 
Reproduction quality superior to any other.—DETROIT 
Finest quality ever to come into our plant.—PHILADELPHIA 


Such endorsements result from Rapid’s exclusive tech- 
niques and quality controls that assure proper printing 
depth, freedom from shoulders, and uniform thickness. 


To protect your investment in original preparation and 
newspaper space, depend on Rapid. In plastic plates, 
as in ad-electros and mats, you'll find ‘““Rapid’’ means 
a full measure of quality reproduction every time. 


THE RAPID ELECTROTYPE COMPANY 


KLE for quality reproduction 


NEW YORK CINCINNATI 
Atlantic Electro. &Stereo.Co, Rapid E Co. 
VAnderbilt 6-0900 PARkway 3577 


DETROIT 


PLASTIC PLATES 


"Finest Ever’”’ 


Ea 


Shaving Rapid Royal Blues on this machine 
assures absolute uniformity of thickness 
—an exclusive Rapid quality control. 


Though Rapid processes are accurately 
controlled, each Royal Blue is closely 
inspected to assure quality reproduction 
of the minutest detail. 


PHILADELPHIA SAN FRANCISCO 


vor rRinlty $670 ns ‘Ritenhonse Mote "eae an 


CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3408 


AD-ELECTROS . ERB . PLASTIC PLATES ° 


. for more details circle 256, page 123 


R.O.P. COLOR MATS . ATLANTICTYPES ° 
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WET PROOFS 
THAT ARE 


GENUINELY 
WET 


>> 2K Every set of 
plates intended for four 
color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


4 7. 
C UYVUVENS FHC. 


Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


. for more details circle 185, page 123 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 


own personal subscription at once. 
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It is by such cooperative thinking 
and by such thinking only that the 
artist can achieve the satisfaction of 
seeing his brain child as he conceived 
it—and the production man avoid the 
frustration of attempting to achieve 
the impossible. 


>In this vein of cooperation, there 
are certain general rules that can be 
followed which usually improve the 
appearance of the printed advertise- 
ment: 


1. Using art and photos that are in a 
light or high key rather than il- 
lustrations that are predominantly 
dark. 

. Using art with tones that bump 
each other. There should be at 
least a 20% to 25% jump between 
the tones before we can feel sure 
that they won’t run together. 

. Using art and photo where the 
picture is carried by the accents 
and two or three tones, and where 
the probable loss of the other 
tone values won’t seriously de- 
tract from the appearance of the 
advertisement when it is printed. 


>When the artwork is completed 
and an engraving ordered, a good 
engraver will not only try to retain 
all the contrast that is in the artwork, 
but will try to increase it. In so 
doing, the engraver may deviate 
considerably from the tone values in 
the artwork, but always in the di- 
rection of over-all lightness and tone 
contrast. He knows that much of the 
contrast will be lost by the time the 
advertisement is printed, and the 
tone values usually will run 10% to 
20% darker. It must be remembered 
that all the steps between the art- 
work and final printing are away 
from quality, not toward it. 

After the engraving is made, a 
mat is made from it; a stereotype is 
made from the mat; the stereotype 
is locked in the page form by the 
newspaper; a mat is made from the 
page form, and from this mat are 
made one or more stereotypes which 
do the final printing job. 

This is the standard procedure fol- 
lowed by newspapers when they re- 
ceive a mat of an advertisement. The 
exception is the full-page baked or 
pre-makeready mat which can be 
used directly to make press stereo- 
types. This saves many steps and 
consequently the darkening and loss 
in tone values is greatly minimized, 
which permits the use of more sub- 
tle and less-contrast illustrations 
than would ordinarily be recom- 
mended. 


>The engraving must not only be 
deep, but clean. A halftone that 
measures .007 in the highlights, but 
has a shoulder at .004, is actually 


.004 deep and that is too shallow for 
matting, stereotyping and newspaper 
printing. 

In many cases etched type is an 
economical and satisfactory method 
of reproducing text matter. Engrav- 
ers reproduce type so that it takes 
keen observation to detect the dif- 
ference in sharpness or color, when 
it is compared with molded type. 

But on an advertisement that re- 
quires additional crispness and 
sharpness and where the probable 
additional cost is not a factor, text 
molded direct from the type form 
should give the best results. 


> Thus, while the preparation of ad- 
vertisements for newspaper printing 
may be a daily job for the production 
man, it is always as new as tonight’s 
edition just off the press. Newspapers 
are still a medium in which you can 
achieve amazing results one day, 
while the very next day the same 
material may bring poor results. 
Recognizing this, the production 
man must constantly review the 
rules and regulations as they exist 
today—which, incidentally, are the 
same as those we followed 20 years 
ago. 44 


Union Rights Agreed on 
In Use of Fotosetter 


The executive councils of the AFL 
International Photo-Engravers’ Un- 
ion of North America and the AFL 
International Typographical Union 
have reached an agreement estab- 
lishing jurisdiction in the use of a 
photocomposition machine at the 
Milwaukee Journal. 

When the machine, an Intertype 
Fotosetter, was installed at the Jour- 
nal, the newspaper’s management 
recognized that a question of union 
jurisdiction in its use might arise 
and, accordingly, asked local leaders 
of the typographical and photoen- 
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“MAN ... ! How would you like to 
have an outline halftone of that!” 





gravers’ unions to sit down and talk 
over the situation. 

After preliminary studies, inter- 
national executives of both unions 
came to Milwauke, where they spent 
a day inspecting the machine’s oper- 
ation before sitting down for ex- 
tended talks. The resulting agree- 
ment was reached without resort to 
arbitration. 


abe TS Te 


> Under terms of the agreement, the 
ITU has jurisdiction from the point a COMPLETE 
of receipt of the original copy, 
through the various steps of compo- 
sition, development of the Fotoset- Skilled craftsmen excelling in the 

ter film or paper print, proofreading, preparation of advertising art, commercial 
corrections and to the final makeup dry offset plates 

of the copy. The agreement points photography, offset press plates (all types), 
out that these steps substituted for 
the hot metal procedures followed 
in the typical line casting operation. complete service. 

The photoengravers’ union has 
jurisdiction of the making of a nega- 
tive and plate from the complete 
makeup product. This section of the 
agreement emphasizes that in this 
arrangement the photoengravers lose GRAPHIC ARTS CORPORATION of OHIO 
no work that they previously had 110 OTTAWA ST. + TOLEDO 4, OHIO + Garfield 3781 
done and that actually they will have 
“added work by way of making neg- Le ee oe) es ee 
atives and plates.” 

The finished plate will be sent by 
the engraving department to the 
composing room, where it will be 
handled as in the past. 

The agreement applies only to the 
operation of the Fotosetter at the 
Journal, but is expected to establish 
a basic pattern for future union ne- 
gotiations. 44 


SERVICE to help you 


meet your delivery dates... 


photoengraved and rotogravure plates 


combine to afford you a most 
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New Directory Lists 
3,000 House Organs 


Public relations directors and their 
personnel will welcome the “Gebbie 
Press House Magazine Directory,” 
which has just been published by 
Gebbie Press (New York). 

The 274 page directory lists ap- 
proximately 3,000 internal, external 
and combination company publica- 
tions with a combined circulation of 
more than 100,000,000 including 
name of publication, address, name 
of editor, circulation as reported by 
the editor, format and types of ma- 
terial used. 

Published every two years, the 
1954-1955 edition is twice as large 
as the 1952-1953 edition and includes 
alphabetical listing by companies, If this envelope came from you, 
geographical listing by states, maga- PRCT CR aire 
zine title listings, subject matter “Show us"... ours would be the job of proving that 
listings, industry listings, and circu- WEEE CR Tce ieee ul iachaul-E 
lation breakdown. of outstanding quality. 
The directory, which is described Why not put us to the test? 
in a folder available on request from : 
the Gebbie Press, sells for $19.95. te Ase letet catia tare Reese iis: 





For your copy circle No. 126 on the 
Reader's Service Card inside back cover . . for more details circle 225, page 123 
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MAGNESIUM 


LOGO’S 


up to 4 square inches 


only 8 O EACH! 
ORIGINAL ENGRAVINGS OF COMPANY 
SIGNATURES, TRADE MARKS, PRODUCT 
CUTS ... like Advertising Requirements’ 
loge illustrated . .. in quantity at huge 
savings. Only 80c each in quantities of 
100 or more of any one item from camera- 
ready art. Halftone or ben-day slightly 
higher. SHIPPED PREPAID in one piece. . . 
you saw ‘em apart... or individually 
mounted. 


SAVE 10% if you can use them un- 
mounted. Write today for samples and 
price quotations on larger areas or other 
desired quantities. 


SATISFACTION GUARANTEED 


ORENT ENGRAVING CO. 
‘ 12th & Harney St. © Omahe 8, Nebr. 


. for more details circle 242, page 123 


New Booklet Describes 
Screened Print Process 


A new booklet, “Screened Prints,” 
has been issued by Mask-O-Neg 
(New York) to describe its work in 
preparing Veloxes for advertising 
and editorial personnel in the pro- 
duction and art fields. 

The booklet shows in detail how 
the continuous tones of a photo- 
graph or wash drawing can be con- 
verted into halftone dots and the 
copy then reproduced as line copy 
without the need for halftone nega- 
tives. In addition to the economy 
of the process, the booklet lists the 
advantage to the artist or production 
manager in being able to see in half- 
tone dot form exactly how copy will 
finally reproduce. 


For your copy circle No. 127 on the 
Reader's Service Card inside back cover. 


Product Itself Makes 
Unique Mailing Piece 


Transparent Package Co. (Chi- 
cago), manufacturer of Tee-Pak cel- 
lulose and plastic films for meat and 
food products, introduced its sales- 
men and a new product simultan- 
eously with a unique mailing to more 
than 5,000 packers. 

The company had developed a new 
fibrous casing for sausage and other 


We are very proud to offer the 
Graphic Arts Industry a new 
NORTHWESTERN FIRST 
—Powderless Magnesium 
Etchings, at no extra cost. 


meat products and wanted to demon- 
strate the sharpness of label and de- 
sign reproduction possible on the 
new casing. 

Tee-Pak printed photographs of 
its salesmen and a message from each 
describing the new product on a 
sample casing and used it for the 
mailing. The sample used was a long, 
slender casing, 542x22” with a 414x6” 
head and shoulder picture of the 
salesman in outline halftone. The 
message describing the product was 
informally written, printed in red, 
and signed with the salesman’s name. 

The company went one step fur- 
ther. It prepared a news release de- 
scribing the mailing and had the re- 
lease printed on a 61x14” casing. 

According to L. J. Cullen, Tee-Pak 
sales development manager, the un- 
usual mailing was greeted with en- 
thusiasm by the packers. A number 
of them stuffed the casings with sau- 
sage and presented them to the sales- 
men when they made their next call! 

44 
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Magnesium Etchings give better reproduction, 
longer press runs, more exacting register, and 
light weight for shipping economy. MINIMUM 
OF 5000 MATS, WITHOUT PATTERN PLATE. 


NORTHWESTERN 


PHOTO ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 


OPERATING 24 HOURS A DAY 


. . for more details circle 236, page 123 


“That new production manager is sure 
a pusher!” 
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maturity for 


SHOWS & EXHIBITS 


TRADE SHOW EXHIBITS 


By Dick Hodgson 
AR Managing Editor 


There was a time—not so long ago 
—when the typical trade show ex- 
hibit consisted of a set of velvet 
drapes, a table, a couple of chairs 
and a sign with the company’s name 
hurriedly lettered by the exposi- 
tion’s sign painter. To this basic unit 
might be added samples of the ex- 
hibitor’s products, a few 8x10 glossy 
photos and a pile of pamphlets. 

Those days, fortunately, appear 
gone forever. Since the rebirth of 
trade shows following the lifting of 
World War II restrictions, the me- 
dium has grown to amazing maturity 
in a relatively short time. 

Behind this maturity are many 
factors. Probably the most important, 
however, is increased appreciation of 
the trade show as a method of pre- 
senting a sales story to an intensely 


interested buyer group. In the past 
10 years, the trade show has pro- 
gressed from a “necessary evil” in 
the minds of many exhibitors to one 
of the major advertising media. 


>Ten years ago, a large number of 
exhibitors approached a show with 
the same attitude as the placement of 
a “compliments of’ ad in a local 
Ladies Aid £aciety cookbook. But as 
they saw competitors snagging im- 
portant names on order blanks at 
their impressive exhibit booths, these 
lagging exhibitors had a rude awak- 
ening. 

Probably no medium has gained 
stature so quickly in the past decade. 
Today thousands of firms approach 
a show exhibit with the same degree 
of careful planning and follow- 


through applied to their advertising 
in magazines, newspapers, radio, tv 
and other major media. 

Frequently, this change has meant 
shifting the responsibility for ex- 
hibits from sales to advertising de- 
partments. For many advertisers, it 
has entailed the establishment of a 
complete exhibits section. 


>To the exhibit suppliers must go 
much of the credit for the advance- 
ment of the medium. They have been 
constantly at work developing better 
“tools” for exhibitors. From their 
drawing boards have come several 
important new exhibit techniques: 


e Pre-fab displays ... To help solve 
the major problem of erecting and 
dismantling exhibits quickly against 
strict deadlines and with a minimum 
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DISSOVER 


New Selling Tools 


y (3 


May 23, 24, 25, 1955 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 


Request Guest Tickets or Exhibit 
Information on company letterhead. 


Thomas B. Noble, Chairman 
ADVERTISING TRADES INSTITUTE, Inc. 


270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 14, 15, 16, Hotel Biltmore, New York 
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Free... Clyde Bedell’s 
NEW HANDBOOK 


"Looking At the Retail Ads,” a weekly 
feature in Advertising Age, is written by 
Clyde Bedell, former advertising manager 
of Marshall Field’s. His articles are typi- 
cal of the IDEA-STIMULATORS that 
jam-pack the pages of AA every week. 
For a mere $3 you may have Mr. Bedell’s 
Handbook FREE . . . with a whole year 
—52 issues—of The National Newspaper 
of Marketing. The coupon below guar- 
antees your satisfaction. 


MAIL 
COUPON 
TODAY 


Advertising Age 

200 E. Illinois St. | 
Chicago 11, Illinois | 
Please enter my l-year (52 issues) sub- 
scription at your regular $3 price with a | 
money-back guarantee of satisfaction, and | 
send to me free and postpaid Clyde Bedell’s | 
helpful handbook, PUTTING RETAIL 
SALESMANSHIP INTO NATIONAL AD- | 
VERTISING. | 


Name Title 
Business 
Firm 
Home 
City 
State 

[) $3 enclosed 


| 

| 

Address | 
| 

| 

- | 


} Bill Firm {) Bill Me 


c------------- 


J 
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Traffic Builder . 


. . Monsanto Chemical Co.’s Plastic Division (Springfield, Mass.) uses 


this giant word game to attract visitors to its booth at trade shows. Shown are visitors 
to the booth at the 1954 Paint Industries’ Show a Chicago’s Palmer House. Each of the 
visitors was given three letters with which to build new word combinations on the board. 


Prizes were awarded every hour. 


CEUCECORERODUSCROREEREROEEORERORERGREROROCEROOEORLEREEREREREGEORCOEGRSORERRORDORRRECREESTORECRGEROERCREOCORCOORERECORCRERCORROGGECORERGRCRREREORRRRGRGRORECRRORSEEES 


of effort, display builders came up 
with pre-fabricated displays—com- 
bination packing cases and exhibits 
in one unit. 


e Modular display units . . . Several 
exhibit suppliers offer standard com- 
ponent units from which may be 
built hundreds of different exhibits. 
Units are generally interchangeable 
so that an individual exhibitor can 
change his exhibit as often as de- 
sirable without a major investment 
in a “new” display. 


e Stock exhibits ... For the ex- 
hibitor with a limited budget, there 
are a number of stock exhibits avail- 
able. These units are generally con- 
structed so that they can be in- 
dividualized easily at low cost. 


e Exhibit rental services . . . Today’s 
exhibitor need not even buy a 
quality exhibit if he needs it for just 
a limited time. He can now rent 
standard units, decorated to his 
specifications, and come up with a 
quality background for his trade 
show presentation. 


e Lightweight construction ... New, 
lightweight materials have added a 
note of portability to exhibits which 
is a far cry from anything seen at a 
trade show a few years ago. Some 
units are so easy to manage that 
they can be carried like just another 
piece of luggage. The latest trend 
appears to be toward greater use of 
corrugated cardboard. Corrugated 
units now available have amazing 
durability. They have been put to the 
most exacting tests by use in travel- 


ing exhibits, with excellent results 
reported. 


e Showmanship .. . To basic exhibit 
units have been added attention- 
getting devices and methods for pre- 
senting an advertising message that 
would have met with the hearty ap- 
proval of P. T. Barnum. In every 
major trade show today you see ex- 
tensive use of such devices as ani- 
mation, special lighting, audio and 
visual aids, live presentations, spe- 
cial demonstration units . .. and 
even television. These “bonus” fea- 
tures are not just supplemental to 
the exhibits, but integral parts of 
them. 


> All progress in trade show exhibits 
has not been limited to the displays 
themselves. Methods for utilization 
of the basic exhibit have matured 
just as fast. Without trying to cover 
all phases of this development, here 
are some factors which are indicative 
of this progress: 


e Integration into the over-all ad- 
vertising program ... For many ad- 
vertisers, a trade show exhibit is no 
longer “something special’—a one- 
time promotion that begins with the 
opening of the show and ends when 
the display is packed up and sent 
back to the home office. Most pro- 
gressive advertisers make every pos- 
sible attempt to integrate their ex- 
hibits into the total advertising pro- 
gram. The basic theme is the same 
as in their space, time and mail ad- 
vertising. The trade show is con- 
sidered an opportunity to bring the 
advertising message to a concen- 





trated group of prospects on a more 
personal basis. For many it is an 
unprecedented opportunity to evalu- 
ate the effectiveness of a campaign— 
to find out whether or not the 
advertising message is “getting 
through” to the buyer. 


e Developing a show “package” . 
For many exhibitors the exhibit is 
just one element in a complete pro- 
motion package—usually, however, 
the key element. To it are added 
special publicity programs; meetings 
for sales staffs, distributors, sup- 
pliers, customers, etc.; participation 
in other show activities—frequently 
even tie-ins with other exhibitors; 
special entertainment to build and 
cement goodwill with customers and 
prospects, etc. 


e Publicity programs . . . This part 
of the show “package” deserves 
special comment for it has become 
almost standard operating procedure. 
Advertisers have found that media, 
particularly the trade press, make 
special efforts to tie-in with trade 
shows and are generally especially 
receptive to publicity material at 
this particular time. A well de- 
veloped publicity program as part of 
the show promotion frequently re- 
sults in more space for the effort ex- 
pended than at any other time. 
While competition is greater, much 
groundwork has been laid by the 
show promoters, and the advertisers 
who are ready when the opportunity 
presents itself usually receive con- 
crete benefits. 


e Pre-show build-up ... For the 
progressive exhibitor, the show 


Purty Cat . Topco Associates Inc. 
(Chicago) sparked a Topco Frozen Fish 
Stick promotion with ‘‘Purty Cat’’—vi- 
vacious Chicago model who greeted sales 
executives from Topco’s 26-member 
chains at a sales promotion meeting. 


doesn’t begin when the first visitor 
pins on his badge. Instead, alert ad- 
vertisers start promoting their ex- 
hibits weeks or months ahead of the 
show opening. A variety of tech- 
niques are used—direct mail, issuing 
tickets, mention in space advertising, 
stickers or postage meter indicia on 
business mail, promotion through 
salesmen, etc. Quite often exhibitors 
use some kind of teaser campaign to 
tie-in with the exhibit theme. 


e Attendance builders . . . At the 
show itself, exhibitors have come up 
with a bagful of tricks to make sure 
that a maximum number of prospects 
get to their exhibits. The techniques 
include everything from Bikini-clad 
models parading up and down hotel 
corridors to distribution of special 
show newspapers. Prize drawings for 
exhibit registrants are a pet gim- 
mick for many. 


e Post-show follow-through ...A 
growing number of exhibitors are 
putting heavy emphasis on intensive 
follow-up of contacts made through 
trade show exhibits. Many have 
dropped the once almost universal 
idea of distributing literature at ex- 
hibits in favor of registering visitors 
and sending out the material after 
the show so that the prospect won't 
have to cart it home—or more likely 
throw it in his hotel room waste- 
basket. Others have developed a 
more personal follow-through, such 
as taking a photograph of each visi- 
tor at an exhibit and then sending 
the print to his office after he re- 
turns. 


e Extension to prospects who stayed 
home ... Many advertisers are 
making special efforts to extend their 
exhibits to prospects who didn’t at- 
tend the trade show. The techniques 
are varied, but most work on the 
general assumption that the stay-at- 
homes would have liked to have at- 
tended the show but, for one reason 
or another, couldn’t make it. 


e Introduction of new models .. . 
Every year more advertisers use the 
trade show as the “ripe” time to 
introduce new models or improve- 
ments in their products. This de- 
velopment has, of course, stimulated 
interest in trade shows and pre- 
sented excellent promotion oppor- 
tunities. 


Trade show exhibits have come a 
long way in the past decade. But the 
progress doesn’t appear to be in for 
any slow-down. The developments 
have brought with them greater 
competition among exhibitors for 
maximum attention for their ex- 
hibits . . . and from this increased 
competition is bound to come even 
more progress in the future. 44 





at SALES 
MEETINGS 


CORRO-S:t 


the perfect 
display background 


ll ff, 


Makes You the Focal 
Point of The Room! 


It’s effective! Use it as is, paint it, silk 
screen it, decorate it in hundreds of ways; 
use it for charts, graphs, sales messages, 
as a projection screen, etc; it adapts to 
your needs! 


It’s all-purpose! Hundreds of such di- 
verse organizations as du Pont, Allied Chemi- 
cal, U.S. Dep’t of Agriculture, Armour, Bureau 
of Advertising, Equitable Life, Raytheon, 
Etc., have used CORRO-SET for sales meet- 
ings, exhibits, trade shows, product promo- 
tions, etc. 


It’s dramatic! Striking modern design, 
of silken-finished corrugated in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9’ to 11’10”. 


It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show! \) 


It's easyto handle! 
Sets up in minutes, with- 
out tools. Repacks easily, 
Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 


And it costs only $45 — less than 
you'd pay to ship most conventional displays. 
CORRO-SET can be Fire-Retarded . . . 


see your classified for local Flame-Proof 
Applicators. 


OISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


3 Entin Road, Clifton, New Jersey 
eeeeeeveeveeveee eee ee ee @ 


DISPLAY DIVISION, Dept. AR-3 
Gibraltar Corrugated Paper Co., Inc 
3 Entin Road, Clifton, N. J. 


() ENCLOSED CHECK FOR $.... FOR 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


C) SEND NEW CORRO-SET BROCHURE 


GRIND. vc ccveveccesesereese 


I ee . 
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2nd Sales Aid Show Set 
For New York May 23-25 


Sponsored by Advertising Trades 
Institute Inc., the second Sales Aid 


Show will be held at the Biltmore | 


Hotel, New York City, May 23-25, 
with guest tickets limited to sales 
directors, merchandise and display 
managers, advertising and sales pro- 
motion leaders, agency executives 
and others with purchasing influ- 
ence. 

The show will occupy some 15,000 
sq. ft. of exhibit space and will in- 
clude new merchandising services, 
displays, sales training methods and 
devices, premiums, incentives, visual 
aids, packaging, advertising special- 
ties, equipment and graphic arts 
services. 

Guest tickets and information re- 
garding exhibition space are avail- 
able. 


For your copy circle No. 128 on the 
Reader's Service Card inside back cover. 


Set Dates for National 


Advertising Exposition 


Admen will be treated to the first 
show of its kind to be held in the 
Midwest when the first National Ad- 
vertising Industries Exposition is 
staged at Chicago’s Hotel Morrison 
June 26-29. Featured will be prod- 


FEBRUARY 


21-24 Technical Assn. of the Pulp & 
Paper Industry — Commo- 
dore Hotel—New York 


ucts and services important to those 
associated with advertising produc- 
tion, promotion and merchandising. 
Staged by L. W. Baker & Associates 
(Omaha), trade show management 
firm, the exposition will feature 110 
booths. 

Included among the exhibits will 
be art, photography, typography, 
printing, lithography, engraving, 
electrotyping, packaging, labeling, 
displays, exhibits, visual aids, spe- 
cialties, premiums and many other 
related activities. Admission will be 
by free tickets available from ex- 
hibitors or the show management. 

Additional details for potential ex- 
hibitors are available by circling No. 
129 on the Reader’s Service card in- 
side the back cover of this issue. 
Free tickets can be obtained by cir- 
cling No. 130. 


One re sod out... 


IN EXHIBITS IT’S 


7 


DESIGNERS AND BUILDERS OF 


"” | NEW YORK’S LEADING 
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LAYS AND EXHIBITS 
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Associated Business Publica- 
tions, annual eastern con- 
ference—Roosevelt Hotel— 
New York 


Nat'l Electric Sign Assn., an- 
nual convention—Hotel Bilt- 
more—Los Angeles 


The Exhibitors Advisory 
Council Inc., Show of Shows 
—69th Regiment Armory— 
New York 

Advertising Specialty Nat'l 
Assn., spring session—Pal- 
mer House—Chicago 

Advertising Specialty Insti- 
tute, spring show—LaSalle 
Hotel—Chicago 

Assn. of Nat’! Advertisers, 
spring meeting—The Home- 
stead—Hot Springs, Va. 

American Assn. of Industrial 
Editors—annual convention 
—Hotel Statler, Buffalo, N.Y. 


Folding Paper Box Assn. of 
America—Drake Hotel— 
Chicago 

Packaging Assn. of Canada, 
third Canadian point of pur- 
chase advertising confer- 
ence—King Edward Hotel— 
Toronto 


Film Council of America, 
American Film Assembly— 
Waldorf-Astoria Hotel—New 
York 


Point-of-Purchase Advertising 
Institute—Palmer House— 
Chicago 

Packaging Machinery Manu- 
facturers Institute, semi- 
annual meeting—Palmer 
House—Chicago 


Premium Advertising Assn. of 
America—Navy Pier—Chi- 
cago 

American Management Assn 
—National Packaging Expo- 
sition—International Amphi- 
theatre—Chicago 


American Assn. of Advertis- 
ing Agencies—Boca Raton 
Hotel—Boca Raton, Fla 


Nat'l Industrial Advertisers 
Assn.—Sheraton Park Hotel 
—Washington, D. C. 

Nat'l Fibre Can & Tube Ass'n. 
—New York City 


Magazine Publishers Assn 
Inc—The Greenbrier- 
White Sulphur Springs, W. 
Va. 


Advertising Trades Institute 
Sales Aids Show—Biltmore 
Hotel—New York City 

Southern Graphic Arts Assn. 
—Arlington Hotel—Hot 
Springs, Ark. 

Associated Business Publica- 
tions—The Homestead—Hot 
Springs, Va. 


Nat'l Paper Box Manufactur- 
ers Assn.—Chalfonte Had- 
don Hall—Atlantic City, 
N. J. 

Advertising Federation of 
America—Palmer House— 
Chicago 





SIGNS & IDENTIFICATION 


With America a nation on wheels and the public always a 
curious lot, many advertisers are overlooking an 
important promotion opportunity by neglecting 


Plant Identification 


By Peg Miller 
AR Associate Editor 


Joe MacDuff and his family were 
on their way to the seashore. It was 
a balmy summer day and as they 
drove along, they stopped now and 
then to take in a bit of the country- 
side. In northern New Jersey, they 
drove through a large industrial dis- 
trict. 

As they cruised by huge, spraw- 
ling plants, Joe said, “Wonder what 
they make in all those big plants? 
See any signs that tell?” 

Joe looked and his family looked, 
but there was nary a sign. 

Joe isn’t the only one who has been 
baffled by this phenomenon. Passen- 
gers on railroad trains and on boats 
and a myriad other motorists, in- 
trigued by glimpses of strange build- 
ings, have wondered why no identi- 
fying signs? 


>Plant identification in the U.S. 
seems to range all the way from nil 
to complete saturation. Some plants 
you can’t find even knowing the 
street address. Then there’s Hershey 
Chocolate Corp. (Hershey, Pa.) that 
not only has plenty of “identifica- 
tion” on the site, but also has signs 
that let everyone within a 20-mile 


radius know how to get to the Her- 
shey plant and to the special amuse- 
ment park the company sponsors for 
tourists. 

But there are still far too many 
companies which seem totally un- 
aware that their plants are on a con- 
stant dress parade before thousands 
of potential customers. They haven’t 
bothered to discover whether the 
plant can be seen from a highway, 
railway line or if it’s on an approach 
to an airport. They don’t seem to 
have thought about these advantages 
of good identification: 


1. The plant site actually provides 
free space for advertising the com- 
pany name or featuring a product. 


2. Identification often improves the 
appearance of the plant. 


3. Signs are an important public re- 
lations tool. People don’t like to have 
to hunt for a plant. The public also 
enjoys knowing that this is where 
Acme gidgets are made, etc. 


4. Featuring the company name on 
a plant creates a better impression 
on visitors. Signs also offer the op- 
portunity to invite visitors to take 
plant tours. 


>On the other side, however, are 


many companies which have attrac- 
tive and attention-getting plant 
signs. There are examples of un- 
usual signs featuring product repli- 
cas and of signs that adapt part of 
the company’s advertising program. 
Metallurgical Inc. (Minneapolis) has 
erected an ingenious combination 
sign and jump clock that shows the 
correct temperature and ties in with 
the company’s business—the heat 
treatment of metals. Even designs 
from nature, such as flower beds 
that spell out the company name 
and an attention-getting waterfall 
(Olson Rug Co., Chicago), have been 
used effectively, as well as the more 
conventional examples of 


simple 
“logo” signs. 


a 


B.F. Goodrich 





MATERIALS 


you label your products! 
it’s also important to... 


LABEL YOUR DEALERS 


more national advertisers 


buy WZ than 


® 
any other illuminated sign 


With few exceptions, there’s no such thing as an 


“exclusive” dealer. Your products must compete 
at point of sale with other brands. Label the dealer 
unmistakably with the public . . . and he becomes your dealer ! 
A dominating brand-name sign on his storefront “signs him up” 
with the public . . . completes the cycle you started with your 


national advertising. 


Adding more dealers and stepping up advertising can increase 
your total sales, but increasing sales of your present dealers 
is more effective and faster than any other way. 


ASK YOUR DEALERS 


They'll tell you they want to combine their own identification with 
yor well-known brand. A SIGNvertising® program will do it. 


WRITE TODAY on your business 
letterhead for a free subscription to 
SIGNews, the voice of SIGNvertising. 


NEON PRODUCTS, 


112 Neon Ave., Lima, Ohio 
In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 


INC. 


Et Cry: iser 


BEERS 
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Simple and Complex . . . Plant signs run 
the gamut from simple logos to unusual 
symbols. Metallurgical Inc. (Minneapo- 
lis) plant identification features a tem- 
perature jump clock which ties in with 
the company’s business. Identification 
for Land-O-Nod Mattress Co. (Minne- 
apolis) combines a painted bulletin, let- 
tering and a time and temperature unit. 
The Lederle Laboratories sign in Pearl 
River, N. Y., takes advantage of a view 
as does the Ultrasonic sign on the 
Charles River, Cambridge, Mass. In At- 
lanta, Ga. this Kodak sign identifies a 
new sales office building. An unusual 
symbol, a lighted 11’ plastic sphere, helps 
identify the Johnson Wax plant in Ra- 
cine, Wis. In Philadelphia, a Johnson Wax 
warehouse is identified with this rooftop 
logo. The Greist sign in New Haven, 
Conn. and the Fogel sign in Philadelphia 
feature simple logos. A famous trademark 
is utilized in the Singer sign, and a re- 
volving bottle attracts attention to a 
Minneapolis O'd Fitzgerald distributor. 


Here are 12 ways that companies 
have advertised their plant sites: 


e Company trucks or railway cars 
which have copy and or designs that 
advertise the company name can be 
parked on a siding or in front of the 
building to become an unusual plant 
identifying “sign.” 


e Fences and the sides of buildings 
can be utilized to hang current ad- 
vertising signs or a special sign can 
be painted right on the wood or 
brick. 


e Current dealer identification signs 
make good plant identification and 
tie in the plant sign with the com- 
pany’s over-all sign program. Fre- 
quently a privilege panel added to 
the dealer sign can be used to an- 
nounce that this is the home plant. 


e The company’s current 24-sheet 
poster displayed on a special bulletin 
on the plant site presents another 
opportunity for a tie-in method of 
identification. 


e Giant replicas of the product (or 
the package) have been used ef- 
fectively. An example is the huge 
box of Rinso set on the roof of a Lever 
Bros. plant located on a main high- 
way just outside of Chicago. 


e Companies which manufacture 
large products have incorporated a 
display of the products with an iden- 
tifying sign. For example, a giant, 
lighted showcase can be used to dis- 
play the products and the company 
name. 


e Changeable copy signs can both 
identify and advertise the company 
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FOREST 
PRODUCTS 


Emblem ID... On a 150’ water tower 
Minnesota & Ontario Paper Co. (Interna- 
tional Falls, Minn.) used 22x25’ Scotch- 
lite emblems as unusual plant signs. The 
reflectorized sheeting shows up well at 
night (below). 


and its products. The changeable 
copy is especially valuable used near 
local traffic roads, serving to main- 
tain the frequent passerby’s atten- 
tion. 


e Signs stationed on approaches to 
cities and towns can announce the 
name of the town and location of the 
company—for example, “This is 
Blimpport, home of Acme Gidgit 
Corp.” 


e Signs on highways and streets that 
announce the location of a plant in 
the particular town and direct traf- 
fic in that direction are an indirect 
method of plant identification. 


e Unusual symbols or trademarks 
that attract attention can be an ex- 
cellent plant sign. A huge Scotchlite 
reflective decal has been used ef- 
fectively on a water tower by the 
Minnesota & Ontario Paper Co. (In- 
ternational Falls, Minn.). 


e Signs announcing plant tours or 
open houses can serve a double pur- 
pose by also identifying the plant. 


e Plants that are located near a 
famous tourist spot or near a special 
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“view” can erect a sign that takes 
advantage of the attraction. For ex- 
ample, Southern Pacific Railroad set 
up the giant letters “S P” on the roof 
of its building in San Francisco so 
that the letters are clearly visible to 
travelers on the Bay Bridge and on 
ferry boats from Oakland. 


> A variety of materials is being used 
for plant identification. Plexiglas 
and other plastics are particularly 
popular—due primarily to their high 
readability both in daylight and at 
night. Porcelain enamel, fluorescent, 
neon, painted bulletins, even decals, 
in fact, all the traditional sign ma- 
terials, are being used. 

An important factor to consider is 


that a plant identification sign is a 
more-or-less permanent thing. Once 
erected, it will probably do yeoman’s 
service for many years. Thus, the 
material chosen should be some- 
thing that will have enduring quali- 
ties like porcelain enamel, unless, 
of course, you intend to make 
changes frequently. 

Identification seems to be any- 
where you find it in the general vi- 
cinity of the plant site—rooftops, over 
the entrance, on the side of the 
building, at the driveway leading up 
to the plant. A department store, the 
William F. Gable Co. (Altoona, Pa.), 
has even utilized the side of a moun- 
tain near the famous Horseshoe 
Curve of the Pennsylvania Railroad. 


Front & Back . . . This J. O. Ross Engineering Corp. sign (top) in New Brunswick, N. J. 
identifies a rear entrance to the plant. Note, however, the duplicate sign identifying 
the front of the building. This handsome logo sign (below) blends with the modern 
facade of Bendix Aviation Corp.’s plant in Teterboro, N. J. 





Large white letters stretch across the 
face of the mountain, spelling out the 
name of the company and announc- 
ing its location in nearby Altoona. 

The trend in plant signs appears 
to be—more and more of them. There 
has been a movement afoot during 
the past decade by industry to pay 
increasing attention to the appear- 
ance of its plants. Good architecture 
and attractive landscaping are be- 
coming more commonplace each day. 
And many companies are also recog- 
nizing that a handsome identifying 
sign is an appropriate complement to 
the building . . . and an important 
element in an advertising program 
in these days of travel. 


New Decals Designed 
For Industrial Usage 


Designed for industrial applica- 
tions where rugged usage is indi- 
cated, a new type of hard top, non- 
scratch decalcomania by Palm, 
Fechteler & Co. (Weehawken, N. J.) 
can be applied to almost any painted 
surface whether smooth or crinkled, 
according to the company. 

The new type decal is reported 
to pull down into crevices or crinkly, 
rough finishes and because of its 
hard face finish withstands abrasion 
and marring to a high degree. 

Outdoor usages of the decals in- 
clude parking meters, tv cameras 
and similar equipment. Further in- 
formation is available. 


For your copy circle No. 134 on the 
Reader’s Service Card inside back cover. 


Announce Plastic Letters 
For Trucks, Trailers 


Three-dimensional plastic install- 
it-yourself letters for company iden- 
tification, trade names or advertising 
sign messages on trucks and trailers 
have been announced by Polyplastic 
Forms Inc. (Brooklyn). 

The letters, which are colorfast, 
break-resistant and weatherproof, 
are made of Plexiglas and do not 
require painting, according to the 
company. They can be supplied in 
a number of styles and colors in sizes 
ranging from 2” to 36”. 

Pre-drilled holes facilitate bolting 
the letters to the desired surfaces, 
and where required the company 
will supply paper templates to assist 
in the proper laying out of the let- 
ters. Where truck or trailer sides 
have ribs or corrugated surfaces, the 
letters can be notched to permit 
flush mounting. 

Cost of the plastic letters compares 
favorably with painted signs or wood 
letters, the company reports. 


For your copy circle No. 135 on the 
Reader's Service Card inside back cover 





snser GRACE 


POINT - OF - PURCHASE 
and ROADSIDE 


SIGNS 


for BEAUTY THAT SELLS...and LONGER SERVICE LIFE 


ANY TYPE SIGN - PLAIN OR REFLECTORIZED 
Large nationally known firms throughout America sell 
with GRACE Metal Signs. 

Whatever type sign your client may need. . . Roadside, 
Point-of-Purchase, Curb, Bracket, Tacker, Cut-Out, 
plain or reflectorized ... GRACE makes it. Silk screen 
processed on Metal, GRACE signs are 

beautiful and longer-lasting. Pre- 

testing assures top quality. 


SEND NOW... 
for CATALOG in Full Color 


HR 


3600 S. 2nd ST 


SIGN & MFG. CO. 


* ST. LOUIS 18, MO 
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Leading manufacturer of silk 
screen and lithographed metal 
signs. Specializing in baked 
Te ele tt ee a 
aluminum. Plain or reflectorized. 


* Boe er i 1d 


* Ist Award Winner 
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in 1954 Metal 
Tt Tal Lan 


Competition 


Write Dept. 34 for color 
folder and informtaiea 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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POCKET BILLBOARD 


Your “Goodwill Ambassador” for Effective 
POINT OF SALE 
Advertising or Merchandising Aid 


An original idea; novel and flexible in concept and usage for: 
point of sale advertising; spot reference for sales help (price lists 


etc.) measures 534” x 31/2”. Will fit easily into man’s shirt pocket 
or tack on to outer clothing for visual display. Made of plastic. 
Hidden pocket plus clear plastic window pocket in which adver- 
tising material can be inserted and replaced at your convenience. 


12vae per unit in 5,000 lots MANSDORF & SON PLASTIC CO. 


12c ~=—per unit in 10,000 lots 440 E. 55th Street 
11% per unit in 20,000 lots Brooklyn 3, New York 


Consult us for New Original ideas in plastic packaging, premium 
items, gifts and sales promotion materials for your product. 
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” ADVERTISE WITH CLOCKS! 
exe 3 


TAKE DOWN 
YOUR SIGNS! 


National Surveys PROVE that 
DOLLAR-FOR-DOLLAR PAM 
Bulb Illuminated CLOCKS are 
your best salesman where 
Sales are made. 


Your trademark and message on 
a PAM Advertising Clock sells 
your product 24 hours a day. 


HERE’S WHY 


e CLOCKS ARE PERMANENT 
e CLOCKS ARE COLORFUL 
e CLOCKS ARE ANIMATED 
e CLOCKS ARE NECESSARY 
e SELF-LIQUIDATING 


GET THE FACTS NOW 


Write today for PAM’s COMPLETE MER- 
CHANDISING PACKAGE. It will show you 
how to get powerful and nationwide ad- 
vertising at little, or NO COST. 


PAM CLOCK CO. In. 


New Rochelle, N. Y. 


World's largest manufacturer 
of advertising clocks 


Representatives in principal cities 


ae 


Cs 


PZT 
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New Booklet Describes 
Plastic Signs, Holders 


Plastic changeable message signs, 
reprint holders, personalized signs 
and self-illuminating signs are de- 
scribed and pictured in literature 
available from Hermes Engravers 
Inc. (New York). 

The self-illuminating signs, avail- 
able in red, amber and green, re- 
flect light in all directions when 
struck by natural light rays, while 
the personalized signs feature the 
dealer’s name engraved on plastic 
and illuminated by the same source 
that lights the main display. 

Changeable message signs are pro- 
vided with translucent plastic strips 
to make a multi-purpose sign. A 
standard kit of additional changeable 
messages may be purchased peri- 
odically. 

The reprint holder, designed for 
magazine releases or promotional 
material, is made of clear transpar- 
ent plastic with space for engraving 
a name or trademark. 


For your copy circle No. 136 on the 
Reader’s Service Card inside back cover. 


Radiant Issues Velva-Glo 
Samples in Handy Package 


Samples of the new Velva-Glo 
sun-tested, fluorescent colors have 
been issued by Radiant Color Co. 
(Oakland, Cal.) in a convenient 
pack of cards. Each color card is 
perforated into four parts so admen 
can tear off swatches to designate 
color desired on layouts or to test 
the effect of the color. 

The colors are intended for use on 
24-sheet posters, car cards, displays, 
banners, bumper strips, painted bul- 
letins and other visual advertising. 
Colors include cerise, red, orange- 
red, orange-yellow, chartreuse and 
green. 


For your copy circle No. 137 on the 
Reader’s Service Card inside back cover. 


“But what do we do during the dry 
season?” 





Pa) 73 
AMERICA 


Another famous 
sign quality built 
by Texlite 


For over 75 years we have been 
furnishing the nation's leading 
companies with quality signs. 
Texlite can furnish you with the 
signs you need — in any quan- 
tity — and do it to your exact 
specifications and complete sat- 
isfaction. Texlite has the most 
modern, most complete sign 
manufacturing plant in America 
for building porcelain enamel, 
plastic and illuminated signs. 
Our services include: 


DESIGN e ENGINEERING 


FABRICATION e ERECTION 
MAINTENANCE 


in our 76th year 


TEXLITE, INC. 


eK Mt ae) Dallas, Texas 
Offices in: 
New York, Chicago, Los PT re 


Teer Tee Pee eke Tulsa 


ACLs Te ee of CPT 
eA Y TT Pe) UT Mell Pt TP 


LEA ae Tt TET UT daar 


- for more details circle 275, page 123 





3M Offers Scotchlite 
Reflector Sign Panel 


A reflectorized sign panel ready 
for message and design is being of- 
fered advertisers by Minnesota Min- 
ing & Mfg. Co. (St. Paul). 

The “Scotchlite” panel is 4x8’ 
faced with silver reflective sheeting. 
The message and design can be ap- 
plied in color by silk screen, brush 
or cutout letters. At night, under 
auto headlights the sign appears to 
light up, reflecting in full color. The 
panel is available in standard or 
wide-angle smooth surface sheeting. 
It can be used as a separate sign or 
combined with a larger sign. 44 


Huge Truck Replica 
Forms Spectacular 


Visitors arriving at night in the 
port of New York are startled to 
see a huge transport truck appar- 
ently suspended in mid-air above 
Manhattan. The truck is actually a 
new sign—a 75’ long spectacular 
erected above the new Yale Trans- 
port Corp. (New York) terminal. 

The spectacular was scaled from an 
original one-inch plaster model of a 
White conventional tractor and 
Strick semi-trailer to resemble 
trucks used in the Yale fleet. The 
outside of the trailer section is alu- 
minum and the remainder of the sign 
is constructed of plastic and Fibre- 
glas, mounted on a steel framework 
on the roof of the new terminal. The 
“Truckorama” sign is twice the size 
of a regular Yale highway truck. 

The blue and silver sign uses all 
the usual lights which appear on a 
highway tractor trailer and, in addi- 
tion, is illuminated by ten 1,000-watt 
floodlights. The wheels of the truck— 
which have tires 7’ in diameter—are 
illuminated with revolving lights to 
create the appearance of a_ truck 
rolling along the highway. 


> Built by Artkraft-Strauss Sign 


Spectacular Truck . . . This 75’ long rep- 
lica of a transport truck was constructed 
as a giant sign, identifying a new truck 
terminal for Yale Transport Corp. in Man- 
hattan. 


Corp., division of Artkraft Mfg. Co. 
(Lima, O.), the spectacular took a 
year to complete. The lighting cere- 
monies coincided with Yale’s open- 
ing of the new 43-truck dock termi- 
nal. The lighting was dramatized on 
Station WOR and was followed by 
an open house for 5,000 guests at the 
terminal. 

The sign is visible for miles and 
can be seen by motorists on New 
York’s West Side highway and by 


passengers on incoming steamers. 4 4 


World’s Biggest Hereford 
High Above Kansas City 


The fellow who sang the song 
about Kansas City in the famous 
musical, “Oklahoma,” some 10 years 
ago ought to be around today. At 
that time the actor sang, “They’ve 
gone about as fur as they can go”’— 
but that was before the world’s high- 
est bull. 

The bull’s not only high—he’s big. 
Measuring 194x112’, the bull is 
mounted on a 90’ granite pylon over 
the New American Hereford Assn. 
Building in Kansas City. It is made 
of translucent Fiberglas reinforced 
plastic resin and is illuminated with 
cold cathode fluorescent tubing in 
order to give the same appearance 
both day and night. 


The monument was designed, en- 


¥ ROY S.GRE 


| €, CO. 


i 


\ 


General Outdoor Advertising Co. 


gineered and fabricated by Colonial 
Neon Co. (North Bergen, N. J.) and 
Colonial Plastics Corp. (Newark) 
and took two years and some $75,000 
to accomplish. Colonial Neon built 
the 4,500 Ib. steel frame and installed 
the 700’ of high intensity cold ca- 
thode tubing, while Colonial Plas- 
tics developed the plastic-Fiberglas 
skin that is similar to that used in 
sports car bodies. 

The finished statue was transport- 
ed from North Bergen to Kansas 
City by a modern covered wagon— 
canvas atop a lowboy truck trailer— 
in five and a half days, including 
detours to avoid low bridges and low 
hanging tree branches. 44 


experience of the entire S 


VP organization is at your: service. 


L ics 


eh 


Call your nearby GOA branch office 
for full information, or write: 


515 South Loomis Street 
Chicago 7, Illinois 
. . for more details circle 200, page 123 
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GRAFOREL 


IT'S EASY 
TO MAKE 3-D SIGNS 


CORK 


WitH Graforel rrters 


@ Ready-gummed, just moisten and apply 

@ Will hold securely to any dry clean surface 

@ 12 faces in 16 sizes from 3/16” to 4” 

@ Can be used in natural cork 

@ Takes all types of paint in any color 

@ Buy in 100 or 300 letter fonts 

@ Letters can be purchased individually 

@ For display, exhibits, movie titles, advertisers 


Write or phone for samples and catalog 


GRACE LETTER CO., INC. | 


NEW YORK 3, N. Y. | 
WA 1-0850-1 | 


. for more details circle 196, page 173 | 


77 FIFTH AVE., 
Dept. E 





Drive-In Sign Aimed 
At Market on Wheels 


The merchandising of building 
materials is not new; nor are drive- 
ins. But a combination of the two— 
a drive-in building materials store— 
adds another dimension to the self- 
service trend. 

Just such a store, the first in the 
Upper Midwest, was recently opened 
in Minneapolis by Stewart Lumber 
Co. With the metropolitan buying 
market a “market on wheels,” the 
new Stewart Building Mart is a logi- 
cal means of marketing. 

Stewart’s new drive-in is aimed 
at the motoring public with a con- 
venient access to all types of build- 
ing materials with the accent on the 
do-it-yourself trend. 


>A key element in presenting this 
new marketing approach to Minne- 
apolis buyers was an effective identi- 
fication which would attract the mo- 
toring public. Stewart felt that this 
identification required a fresh impact 
of the “outdoor trend” and, at the 
same time, would have to deliver a 
sales message to the market on 
wheels. 

The outdoor display chosen was a 
double face pylon sign with an over- 
all height of 263”. An upper panel, 
reading “Stewart Building Mart,” 


YOUR BEST al arouud 
POINT-OF-PURCHASE SALESMAN 


No other permanent type point 

of purchase medium offers the 
combined versatility, durability, 

and economy of American decal 

signs. Quickly applied to either 

glass or opaque surfaces, either 
indoors or outdoors. American 
decals put valuable advertising 
space to work for you—day and 
night—and this space is cost free! 


American Decals remain bright and 
attractive for years, provide immediate 
identification of your sales outlet— 
tying in all your other advertising 
efforts at the time and place your product 
may be actually purchased! 


Allow American to help you plan your 
decal dealer signs now! Art and con- 
sultation services Without obligation. 


A\merican fDecalcomania fo. 
4334 Fifth Ave., Dept.B, Chicago 24, Ill. 
New York @ Cleveland © Windsor, Ont., Canada 
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was fabricated in metal and finished 
in a baked enamel simulating a wood 
finish. It measured 5x14’. 

For its merchandising message, the 
sign drew upon the theater marquee 
technique —an_interior-illuminated 
panel with changeable plastic letters. 
A 5’9’’x8’ panel, illuminated by a 
grid of fluorescent tubing, has four 
channels for 10” plastic translucent 
letters. 


> Frequent copy changes help keep 
the attention of motorists who pass 
by the sign regularly. 

For added emphasis on the outdoor 
theme, the base of the display was 
fashioned into a large pianter, 3’ in 
height and 8’ in width. The identifi- 
cation sign was produced by Naegele 
Advertising Co. (Minneapolis). 44 


Food Stores 
ae 


Cooperation Symbol .. . A colorful red, 
white and blue decal is being used by 20 
grocery stores in the Ashland, Wis. and Iron- 
wood, Mich. areas to demonstrate coop2ra- 
tion among small food stores and also as 
an effective identifying tool. The “Home- 
owned" stores theme also appears on hand- 
bills distributed by the merchants. This indi- 
viduality plus cooperation idea, symbolized 
in the decals, is expected to help combat 
chain store competition in these areas. Palm, 
Fechteler & Co. (New York) produced the 
decals. 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Typographers 


Gate: 


25 typesetting machines .. 
Lino » Mono + Ludlow - oResndvy 


end get sot wih call AL 5-1770 
/ HOWARD ,O: BULLARD, Inc. 
150 VARICK STREET, NEW YORK 13, N.Y. 


. for more details circle 168, page 123 


Advertising Specialties 


PLASTIC MATCH COVERS 
at new low prices 
Write for 
FREE sample and catalogue 


Bedford Products, Inc. 
Dept. AR @ Bedford, Va. 


. . « for more details circle 172, page 123 


Pick a Bonus 
Combination... 


Here’s a pack- | 
age deal that's | 
fit to be tied and ! 
wrapped for | 


economy! Com- | 
| 


bine your insertions in any | 
two—or three—of these | 
publications, 


e Advertising Requirements 
e Industrial Marketing 
e Advertising Age 


issued by 
Advertising Publications, Inc. 


By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 
maximum economy. 


* 


Advertising 


Requirements 
200 E. Illinois Street, Chicago 11 





Direct Advertising 


NO GLASSES 
emit. t 


NO SEPARATE 
Als tse 


Exciting new premium novelty. Actual 3-Dimen- 
sional motion pictures on cardboard self-mailer! 
No bothersome viewers to wear (or hold). 
Imagine YOUR PRODUCT or brand name 
leaping from the *Stereo-flix pages right before 
customers’ eyes! Startling animation—full depth 
—all real as life. Stock scenes available for 
customer imprint or distributor resale. Write 
nearest address now for profitable information. 


* Patent Pending . . . manufacturing licenses 
available from inventor. 


THE TELE-FLIX COMPANY 


WESTERN ADDRESS: Box 1530-V35, Main Post 
Office, San Francisco 1, California 


EASTERN ADDRESS: Box 50-V35, Times Square, 
New York 36, New York 


. . . for more details circle 272, page 123 


BUSINESS CARD 
PROBLEMS? 


Solve them with our new ‘Business Card 
Buyers’ Guide’ . free to users of 
5,000 or more cards a year. To get your 
copy, simply jot down quantity used per 
year on one of your present cards and 
mail to it: 


r.o.u. HILL, inc. 


Fine Letterheads and Business Cards 
270 AR7 Lafayette St., New York 12, N. Y. 


. for more details circle 284, page 123 


Exhibits 


27 Capex 
PREFAB Displays 
at National 
Housewares Show 


Capex 


21 at Plant 
Maintenance 
Show... 48 
happy exhibitors! 


Send for free 
“Idea-Starter” 
Design Portfolio 


| exhibits | 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
. for more details circle 175, page 123 


Signs 


at SITE 
in Lifetime Porcela 
Advertise ers 
any Size. . Shape... Colors 
Petre rN Ta Dea 


3221 W 30th St. * Chicago yee 


. for more details circle 248, page 123 





Identification Materials 


Advertisers 
use CLOCKS 


(that ts) Model F-22 
@ leading Advertisers use 


modern clocks for they know clock advertising com- 
mands preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 


flexibility in dealer imprints, and low line voltage 


operation; all at competitive prices. 


see our complete line: 
Display Center, 58 Park Ave., NYC 


today—wire, write or phone for complete information. 


™, Exclusive territories available 
\ to representatives. 


! ee 
modern clock advertising co. 
212 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 


. for more details circle 233, page 123 


Engravings 


SUPERB AD 
ENGRAVINGS 


AT SUBSTANTIAL 
SAVINGS... 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOLIS, IND. 


1+2+3and4 COLOR PLATES 
FINEST GUARANTEED QUALITY 


WRITE FOR PRICES 


. for more details circle 266, page 123 


Books 


The shortest distance 
between you and the successful 
display is one inch. 

This inch is 220 pages long and has 867 


illustrations, blueprints and diagrams. It is 
between the two covers of Victor Strauss’ 


P. 0. P. CARDBOARD DISPLAYS 


a Manual for the planning, construction 
and production of displays, covering every 
kind and every aspect of successful 
displays. $15 
For your Free Brochure, write to 
PRESENTATION PRESS 
Dept. A, P. O. Box 3, New York 24, N. Y. 


. for more details circle 249, page 123 
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The “key number” 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 


CG .avertisers 


preceding the name of each advertiser listed below 


umber on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements, 


themselves. 


PRERCEOOEEEERREREOERECEOEEDERDRDEORRERREEORORERORRERRRESERRESEEGEREROROREORORREROCECERETERESEREEROOCEODRRROGESORERERRCOROREROCRORESECRERERREROTERSOEOCHOREEOREOREOSECECOGOOOE CORCRRGOUCRECRRCCORERCECOCGREECROCRORESSECCRRERORERE 


Readers ‘ 
Service Advertiser Page 
Number 


151 Acme Gravure Services, Inc.. 

152 Ad-Stick Company, The........ 

237 Advertising Trades Institute, Inc. a 

153 Advertising Typographers Association of 
America, 

156 American Decalcomania Co.. 

157 American Mail Advertising, Inc.. 

155 American Photocopy Equipment Company 

158 American Television & Radio Co... 

154 Ampro Corporation. 

183 Authenticolor Inc. 


170 Baker & Associates, L. Wm. 

159 Bartz, F. H. 

160 Bauer Alphabets, Inc... 

173 Bebell and Bebell 

172 Bedford Products, Inc. 

161 Belford Co., Inc. 

171 Bell & Howell. 

162 Bienfang Paper Co. 

163 Black Box Collotype Studios, Inc. 

164 Bourges Color Corp. 

165 Brown & Bro., Arthur 
Brownville Paper Co. 
Buffalo Photo Company 
Bullard, Inc., Howard O. 

— Bundscho, Inc., J. M.............. 
Burrelle’s Press Clipping Bureau 


Cantine Company, The Martin 
Capex Company, Inc., The.... 
Chartmakers, Inc., The 

Chase Bag Company...... 
Chicago Cardboard Company 
Clement Co., J. W 
Collins, Miller & Hutchings, Inc. 
Colorfax Laboratories 
Cousino, Inc 

Craftint Manufacturing Co., ‘The 
Crocker Co., Inc., H. S.. 
Crocker Co., Inc., H. S. 

Curtis Paper Company 


Dot Engravers, Inc... 
Du-Plex Onvelope Corporation 
Durable Rubber Products Co. 


Eastern Corporation 
Eastman Kodak Company. 
Einson-Freeman Co., Inc.... 
Bla: is: Bix Dbacsincincanns, 
Executive Line, The 


Filmeack Stadios........................ 
Filmotype Corp shad 
Flambeau Plastics Corp.. 


Gair Company, Inc., Robert....... 
General Binding Corporation... 
General Exhibits & Displays Inc 
General Outdoor Advertising Co 
Gilbert Paper Company 
Gibraltar Corrugated Paper Co.. 
Grace Letters.. ‘ 
202 Grace Sign & Mig. Nihal 
203 Graphic Arts Corporation of Ohio..... 
195 Graphic Systems............................0.--.- 


207 Haberule Co., The 

205 Hankscraft Company, The 

208 Hansen Mfg. Co., 

209 Harwald Company, The...... 

206 Hastings & Co., Inc..... 

210 Headliner Products... 

211 Herbert Co., H. T. iS 

284 Hill, Inc., R. O. H.......... 

212 Hollander Company, Inc., Allen... 
213 Hollywood Banners....................... 


214 International Color Gravure, Inc. 
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Readers 
Service 
Number 


Advertiser Page 


215 Ivel Corporation 
216 Johnstone & Cushing 


218 Kieen-Siik Products, Inc... ees 
219 Kurshan & Lang Color Service... 


220 Letter Shop Inc., The 


— Major Photo Co 

221 Mansdorf & Son Plastic Co... 

224 Markol Metal Products Inc... 

225 McGrath and Associates, Thomas F... 
226 Mergenthaler Linotype Co 
227 Meyercord Co., The.................-...-.-.-.- ; 
231 Millers Falls Paper Co 
222 Milprint, 

230 Minute Man Line, The. 

233 Modern Clock nes Co... 

228 Monsen-Chicago ........ 

232 Moss & Co., M. E. 

229 Mulson Studio............. 


— Naz-Dar Company 

— Neenah Paper Company.. 

234 Nellon, Jr., Arthur H 

235 Neon Products, Inc 

236 Northwestern Photo Engraving Co.. 


240 O'Donnell Ltd., Neil S 

241 Ohio Art Materials ree: The.. 
238 Ohio Flock-Cote Co., The......... . 
239 Orchids of Hawaii................... 

242 Orent Engraving ee: 

243 Oxford Paper Co dichitias 


245 Pam Clock Co., Inc...... 
187 Perfo Mat & Rubber 
250 Picture Recording Company 
246 Pioneer Rubber Company, The 
244 Point-Of-Purchase Advertising 
Institute, Inc 
247 Pontiac Engraving and Electrotype Co... 
248 Porcelain Enamel! Finishers.. 
249 Presentation Press............... 
251 Publishers Book Bindery, Inc. 


260 Radiant Color Co............ 

— Rapid Color Print Service. 
255 Rapid Copy Service, Inc... 
256 Rapid Electrotype Company, ‘The... 
252 RCA Victor Custom Record Sales. 
253 RCA Victor Custom Record Sales 
257 Remington Rand Inc.. 
258 Robertson Sign Co.......... 
259 Rohm & Haas Company.... 


262 Sales Tools, Inc 

263 Service Bindery Co., Inc...... 

268 Service Typographers, Inc... 

264 Skokie Colorgraph Co., Inc.................... 

265 Sloves Mechanical Binding Co., Inc. 

270 Springfield Coated Paper Corp... 

269 St. Louis Pencil Company... 

266 Stafford Engraving Co..... 

— Standard Studios Inc... ; Back Cover 
267 Standard Thermometer......... ceieseeerdaisoua ae 
— Strathmore Paper Co 


271 Talking Tape Company, The...... 
272 Tele-Flix Company, The...... 

are Teale, Wc...................... 

273 Thayer & Chandler... 

276 Thomas Collators, Inc..... 

274 Transilwrap Co 

277 Underwood & Padeiened.. 

278 Varigraph Co., I 

279 Veritone rites. 

280 Volk, Jr., Art Studio, Harry 

281 Warwick Typographers, Inc.. 
282 West Virginia Pulp and Paper Company 
283 Winthrop-Atkins Co., Inc... 





Color Stats 

- - . details on color stats produced by 
various suppliers, as described in the fea- 
ture article on color stats, are available 
from the following companies: (Page 39) 


101/Circle on Readers’ Service Card 
Authenticolor Inc., New York 


102/Circle on Readers’ Service Card 
Bebell & Bebell Color Laboratories, New 
York 


103/Circle on Readers’ Service Card 
Bernard A. Einson, New York 


104/Circle on Readers’ Service Card 
Ralph Marks Color Labs, New York 


105/Circle on Readers’ Service Card 
Standard Studios, Chicago 


106/Circle on Readers’ Service Card 


| eae | Adwertising 


Requirements 


RPA I PI 


% Send for these helpful selling tools 


113/Circle on Readers’ Service Card 
Vari-Vue Display Device 

- - » flyer describes plastic display device 
permitting change of copy without any 
mechanism, includes sample. (Page 78) 


114/Circle on Readers’ Service Card 
Peg-Board Display Kit 

- + » details on easily assembled display 
kit composed of Masonite peg-board panels 
for table tops, counters, walls, windows, 
etc. (Page 78) 


115/Circle on Readers’ Service Card 
Growing Cards 

. - » details on ad card which grows real 
grass, carries company name or ad mes- 
sage. (Page 92) 


116/Circle on Readers’ Service Card 
Impressit Memo Pads 

- samples and details on memo pad 
featuring perforated pages with pressure- 
sensitive backs. 


117/Circle on Readers’ Service Card 
Phonograph Record Ad Service 

- » - samples and literature describing use 
of non-breakable phonograph records for 
advertising. (Page 101) 


118/Circle on Readers’ Service Card 

Pull Tag Envelopener 

- - - folder describes Enveloper, envelope 

with string that impels recipient to open it. 
(Page 101) 


119/Circle on Readers’ Service Card 
Jack-Bilt Gadgets 

. . . catalog folder lists some 400 attention- 
getting gadgets for use on direct mail 
pieces. (Page 101) 


120/Circle on Readers’ Service Card 
Public Relations Unlimited 

- booklet describes special purpose 
motion picture films for public relations, 


Ae ee TUE: 
NETO 


(Page 92) includes listing by titles. (Page 88) 


Rapid Colorprint Service, Glendale, Cal. 


* Please print or type information below 


107/Circle on Readers’ Service Card 


Reliable Photocopy Service, Chicago Name Title 


$$$ $e 


108/Circle on Readers’ Service Card 
Graphic Arts of Europe Tour 

. - « brochures describing two European 
tours for graphic arts personnel. (Page 39) 


eect cada 


Address__ eee EE 


101 102 103 104 105 106 107 108 109 110 
111192: «113 «114 «TIS 116 117 118 119 120 121 122 123 124 125 126 127 128 129 130 
131 132 133 134 135 136 137 
More details from AR advertisers: 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 


109/Circle on Readers’ Service Card 
Vacuum Forming 

. special issue of news bulletin gives 
case histories, technical information on 
vacuum forming. (Page 45) 


110/Circle on Readers’ Service Card 

Self Service Merchandiser 

... monthly newsletter includes timely tips 

on all forms of self-service merchandising. 
(Page 45) 


241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 


261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 


* Note: Inquiries for items listed not serviced beyond June 15, 1955 
111/Circle on Readers’ Service Card 


Photo-Sensitized Aluminum 
. samples and details of Meta-Positive, 
new direct positive photo-sensitized alum- 


inum. (Page 45) Postage 


Will be Paid 
by 
Addressce 


112/Circle on Readers’ Service Card 
Industrial Labels 
. sample kit includes general types of 
labels for business use and illustrates wide 
variety of ways in which labels are used. 
(Page 45) 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 
> ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


Use these return cards 
for publications 
mentioned on this page 
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¥ Send for these helpful selling tools 


Readers’ 


Service 
Dept. 
3303 


121/Circle on Readers’ Service Card 
Training Plant Personnel 

. « « booklet, fourth in series on cost re- 
duction for industrial plants, discusses 
training of plant and supervisory person- 
nel. (Page 88) 


122/Circle on Readers’ Service Card 
Lettering Styles Handibook 

- + plasticbound book shows approxi- 
mately 500 hand-lettering styles available 
from Lettering Inc. (Page 50) 


123/Circle on Readers’ Service Card 
Coxhead-Liner 

. .. folder produced entirely with cold type 
describes Coxhead-Liner for photocomposi- 
tion. (Page 50) 


124/Circle on Readers’ Service Card 
Horse and Buggy Typefaces 

- + » specimen folders show samples of 
antique typefaces. 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Readers 
SOE 


125/Circle on Readers’ Service Card 
Linotype Electra Series 

+ + » specimen folder describing Linotype 
Electra series in two weights and with two 
choices in italic forms. (Page 54) 


126/Circle on Readers’ Service Card 
House Magazine Directory 

. . « folder describes directory listing in- 
ternal, external and combination company 
publications. (Page 107) 


127/Circle on Readers’ Service Card 
Mask-O-Neg Screen Prints 

. . » booklet describing preparation of Vel- 
oxes for advertising and editorial personnel 
in the production and art fields. (Page 108) 


128/Circle on Readers’ Service Card 

Sales Aid Show 

» .- guest tickets and information regarding 

exhibition space for second Sales Aid Show 

sponsored by Advertising Trades Institute 

Inc., scheduled for May 23-25 in New York. 
(Page 112) 


* Please print or type information below 


OR 


I meme cil eeemecti eat aa ll 


Address 


* Please send me the following: 


items mentioned in editorial columns: 


161 
181 


101 


112 113 «114 «+815 116 197 138 119 120 121 
131 132 133 
More details from AR advertisers: 
162 163 164 
182 183 184 185 186 187 188 


134 135 136 137 

151 
165 166 167 168 169 170 171 
189 190 191 


ON 


102 103 104 105 106 107 108 109 110 
122 123 124 125 126 127 128 129 130 


152 153 154 155 156 157 158 159 160 
172 173 174 175 176 177 178 179 180 
192 193 194 195 196 197 198 199 200 


201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 


221 222 223 224 225 226 227 228 
241 242 243 


229 230 231 
244 245 246 247 248 249 250 251 


232 233 234 235 236 237 238 
252 253 254 255 256 257 258 


239 240 
259 260 


261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 


* Note: Inquiries for items listed not serviced beyond June 15, 1955 


—_—__m_nor esr 


128/Circle on Readers’ Service Card 
Advertising Exposition 

. - - details on National Advertising In- 
dustries Exposition to be staged in Chicago 
June 26-29. (Page 112) 


130/Circle on Readers’ Service Card 
Advertising Exposition Tickets 

- » » free tickets for National Advertising 
Industries Exposition. (Page 112) 


131/Circle on Readers’ Service Card 

Hot Gold Stamping Presses 

- . » leaflet describing two models of hot 

gold stamping presses for use in offices. 
(Page 58) 


132/Circle on Readers’ Service Card 
Computing Printing Costs 

. . - booklet includes tables for estimating 
printing costs, charges for ganging up 
printing jobs, special stocks, outsize jobs, 
etc. (Page 59) 


133/Circle on Readers’ Service Card 
Ful-Vu Catalog 

- . . Catalog describes, illustrates standard 
line of Ful-Vu albems, binders and dis- 
players, with complete price lists and 
thumbnail index. (Page 59) 


134/Circle on Readers’ Service Card 

Hard Top Decals 

. . . information on decals designed for 
rugged industrial use. (Page 117) 


135/Circle on Readers’ Service Card 
3-Dimension Plastic Letters 

. . « literature and prices covering plastic 
install-it-yourself letters for company iden- 
tification on trucks and trailers. (Page 117) 


136/Circle on Readers’ Service Card 

Changeable Message Signs 

. . « literature describing plastic change- 

able message signs, reprint holders, per- 

sonalized signs and self-illuminating signs. 
(Page 118) 


137/Circle on Readers’ Service Card 
Velva-Glo Samples 
- - samples of Velva-Glo sun-tested fluo 
rescent colors for signs and posters. 
(Page 118) 


Use these return cards 
for publications 
mentioned on this page 
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CHROMASTATS 
OF FINISHED 
ART 


RO STAT 


THE NEW ANSWER TO FULL COLOR PRESENTATION 


BY STUDIOS, AGENCIES, PRINTERS, AND ADVERTISERS 


CHROMASTATS 
DIRECT 

FROM PRODUCTS 
AND PRINTED 
PROOFS 


ENGRAVINGS BY LAURENCE, INC. 


HROMASTAT 


4] You can stat full-color art to reproduction size 


Be (\ 
CHROMASTATS i 
FOR LAYOUTS 
= as 
eS Oe Oe 


fig! 


for client presentation . . . make full-color 
layouts and dummies, single or multiple... 
add a new color dimension to selling art for 
advertising with Chromastat direct color 

prints. Standard sizes 8x 10 to 18x 24. The 
quality of color reproduction must be seen to be 
believed, so ask our representative to 


show you samples. 


If you or your clients use color transparencies in selling, 
you can make handsome savings by using Chromastat 
direct color transparencies. Chromastat®. . . only at 
Standard Studios, 540 N. Michigan Avenue, 

Chicago 11, Illinois, and Rapid Colorprint Service, 
333A No. Brand Blvd., Glendale, California. 


If you sell color work of any 
kind, you should have full details 
for ordering, prices, quantity 
discounts, etc., on file. Send 

this coupon for specification 
folder and price list. 


CHROMASTATS® 


Standard Studios, 540 North Michigan Ave., Chicago 11, Illinois 
or Rapid Colorprint Service, 333A No. Brand Blvd. 
Glendale, California 


NAME 
FIRM NAME 
ADDRESS 


CODY cece) OE STATE 





